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4A you come out on top both ways 


with EAGLE-A TROJAN BOND 


Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without 
paying a premium price. Ideal for letterpress, lithography, 
die stamping, raised printing . . . for business stationery 
with matching envelopes, direct mail . . . for every job 
that calls for fine appearance and good printing. For a 
sample portfolio, write Dept. DT. 


a EAGLE-A TROJAN LAID » TROJAN BOND SMOOTH VELLUM 


7 TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
_ for more creative American Writing Paper Corporation, Holyoke, Mass. 


ni atlons” Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 
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Will a Country Club membership 


pay off in sales contacts? 


Joining a country club for sales con- 
tacts is a good idea, but is it practical? 
Such social contacts are not only ex- 
pensive, but they are not available in 
sufficiently large numbers. 


On the other hand, sales executives 
estimate it costs from 7 to 17 dollars 
for every call a salesman makes under 
normal selling conditions. Any way 
you look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter — 
direct mail’s most effective contact- 
maker. You can, too. 


As the name implies, there’s a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 
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REPLY-O-LETTER ORDINARY LETTER 


Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospec- 
tive buyer receives the ordinary letter 


his natural reaction is to pick up the 
loose reply card and read the offer 
without first having read the sales mes- 
sage. When this happens he feels he 
is asked to decide on something he 
doesn’t know very much about. Now 
see ..ow Reply-O-Letter works: the let- 
ter with its strong selling message is 
read first. The copy has an opportunity 
to convince the reader. In addition, the 


See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not even a signature. 


life of a Reply-O-Letter is longer be- 
cause letter-and-reply-card are never 
separated until the buyer is ready to 
act. Reply-O-Letter boosts your direct 
mail results by as much as 30% to 


50%. One user says, “Spending money 


for an ordinary letter is like buying 


a suit without pockets”! 


All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers 
and artists, our unequalled experience 
and our record of tangible results are 
your assurance of maximum sales con- 
tacts for your salesmen. Yet, you can 
be sure Reply-O-Letter costs less than 
an ordinary multigraphed filled-in 
letter with card loosely enclosed. 


Why join a country club? Perhaps the 
question should be . . . when? Try 
Reply-O-Letter first. A lot of men can 
afford to belong to country clubs 
because of the profitable sales con- 
tacts they gained via Reply-O-Letter. 


Reply-O-Letter can help you. Our 
booklet, “The 3 R’s 
of Direct Mail” tells 
how . . . Send for it 
today ... on your 
letterhead, please. 


REPLY-O-LETTER 
5 Central Park West e New York 23 
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PROTECT 


your merchandise 
with this low-cost, 
fast-handling 


Mailing Bag 
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Assure your mailings full protection at 

low cost! Save packing time, too. Corro- FEATURES 2 

Bags, in a wide variety of standard sizes, aa 

have their cushioning protection built 20 | Captive PLant With Competition 

in — no shredded fillers to add weight 

and spill out. Easy to fill, can be stapled | 23 | How Oxrorp Paper Crackep a TouGH MARKET 

or taped closed. These all-purpose mail- 

ing bags replace shredded-filler bags, . 

die-cut sheets, custom packaging. For 26 | How to Waste Money In Mart OrnpER— “a 

size range of samples, write Dept. R. Andi Emerson “. 
DA 34B | Man Wirn 5000 Prosiems 


PAPER PRODUCTS COMPANY 


156 Oak Street, Newton 64, Mass. The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Gar- 
2245 W. Pershing Rd., Chicago 9, ,/I. den City, L. |., New York. Subscription price is $6.00 a year. Second class postage paid 
at Garden City, L. I., N. Y. and New York, N. Y. Copyright 1961 by The Reporter of Direct 
St Mail Advertising, Inc. The Reporter of Direct Mail Advertising is independently owned 
Orv son OF -Re gis... and operated. In addition to thousands of regular subscribers, ali Members of the Direct 
Mail Advertising Association, 230 Park Ave., New York 17, N. Y., receive The Reporter 
of Direct Mail Advertising as an Association service. Part of their annual dues pays for 

@ subscription. 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of “‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 


OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 
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INSIDE 
OCCUPANT MAIL 


QUESTION: We want to send a coupon 
mailing to the middle income areas and 
eliminate the high and low income areas. 
Can we do this with Occupant Address- 
ing? 

This question is asked frequently enough 
to warrant its repetition, so here's the . . . 
ANSWER: Income groups used to fall 
into certain areas and it was fairly simple 
to send occupant mail into high, middle, 
or low income neighborhoods. However, 
because of the tremendous urban devel- 
opment of the past decade the low income 
neighborhoods are rapidly losing their 
identity. Slum clearance projects, new 
housing developments, and general im- 
provement of the economic structure, 
have tended to blend in or dominate the 
lower brackets. 


In general, lower income families were 
found scattered in sparcely populated 
areas or in compact groups. The compact 
eroups are rapidly becoming a small min- 
ority of larger middle income areas. The 
scattered homes in sparsely populated 
areas are being engulfed by better hous- 
ing developments. These trends are mak- 
ing it more difficult to pick out the low 
income homes. However, in the 10 larg- 
est metropolitan areas the low income 
groups are retaining their identity and 
can still be separated. 

But our own experience has proven 
that mailing into trading areas is much 
more dependable than mailing into areas 
according to income status. Best results 
are obtained if mailings are made to the 
trading areas surrounding the retail out- 
lets where the product has distribution, 
Super Markets, Shopping Centers, Hard- 
ware Stores, Chains or Independents . . . 
ALL have proven that when they use 
the occupant lists which cover their trad- 
ing areas they get the best results, regard- 
less of income groups. 


Will Storing’s authoritative book “How 
to Think About Occupant Mail Adver- 
tising” gives a comprehensive picture of 
the abilities and best uses of Occupant 
Mail Advertising. Based on the results of 
an independent survey, the book contains 
many capsule case histories, it is a val- 
uable asset to any advertisers library. 
Write for your free copy, and while you're 
at it maybe there's a specific question 
you'd like cleared up? My mailbox is 
always open. 

Les Cullman, President 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 


Represented Nationally by Walter Drey, Inc., 
New York Chicago 
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We welcome your direct mail ideas and news 
items for this department. Send all material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, LJ., N. Y. 


Short Notes 


Read this section with pencil in hand. Check the 
boxes next to Notes which particularly interest 
you, or mention an item you want to send for. 


Readers who use this section this way say it 
justifies their investment in the magazine many 


times over. 


— A FEW OF OUR READERS have 
expressed a desire to see a “late news” 
page in each issue of this magazine. 
Much as we would like to comply, it is 
a virtually impossible task. The largest 
single drawback is our publishing fre- 
quency, which as you know, is one 
month. The expression that there’s noth- 
ing as dead as yesterday's news has an 
application here. When the House Com- 
mittee first voted to postpone the postal 
rate bill, we received the news the day 
we were clearing the magazine. A last 
minute item was inserted and published. 
By the time the magazine had reached 
most of our readers, the committee had 
re-convened, agreed to reconsider the bill 
and had heard additional testimony from 
Postmaster General Day. In this case, 
not only was our news completely out- 
dated, it was also incorrect. The weeklies 
do a pretty fair job of reporting the news 
of all advertising, and it’s simple enough 
for them to keep current. As for us, 
we'll continue to publish helpful articles 
of general interest, and only report “hot 
news” when we can give it depth treat- 
ment from a new and different point of 
view. 


[ A HANDY NEW LETTER OPENER 
molded of durable lightweight plastic 
zips open letters at the rate of 25 a 


minute. It slices a 1/16” strip from the 
contents, and exposes the contents to 
easy access. Cutting edge is a single- 
edged razor blade which fits neatly be- 
tween the halves of the opener. Weighing 
%4 of an ounce, the letter opener is made 


to retail for 29¢ complete with blade, 
and is made by Detroit Plastic Tile Co., 
21950 Wyoming, Oak Park 37, Michigan. 


[) A BROCHURE FOR WORLD-WIDE 
consumption has been published by the 
Japan Camera Industry Association. The 
64-page booklet (plus four-color cover) 
is partly a catalog and partly a public 
relations piece on Japanese cameras as 
a whole. Forty-two member companies 
are included in the catalog with photos 
and descriptions of the different cameras 
they manufacture. The last 20 pages are 
devoted to short articles on character- 
istics, lenses, mechanisms, and the history 
and productivity of the camera industry. 
Each of these articles is printed in 
English, in German, and in French, 
thereby surmounting the language bar- 
riers, and eliminating the need for pub- 
lishing separate volumes (with separate 
addressing, collating, scheduling, etc.). 


[) WEST COAST LUMBERMAN’S AS- 
SOCIATION, 1410 S. W. Morrison 
Street, Portland 5, Oregon, is mailing a 
promotion kit to 30,000 lumber dealers 
throughout the U.S. Kit contains one 
sample of each of 9 promotional aids 
the dealer can order free of charge from 
the association. Aids include plans for 
cabin, fall out shelter, envelope stuffers, 
newspaper mats and radio spots, and 
how-to books about different types of 
lumber from the West Coast. R. H. 
Hunt, in charge of trade promotion for 
WCLA, says that past experience with 
direct mail merchandising has been very 
favorable, and they expect a better than 
normal return from the mailing. 


[) DON’T WASTE YOUR MONEY on 
direct mail advertising is the title of 
an article by A. Harvey Cinamon, 
which appeared originally the 
April 1961 issue of the magazine, 


THE REPORTER OF DIRECT MAIL ADVERTISING 


all 
| 
| 
‘ 
3 
eS 
4% 
OMI LA 
4 
iP 


The white that’s right 
for your color jobs 


This paper’s brilliant whiteness, behind a sharp, clear illustration, 
makes your printing look good enough to eat, compelling enough 
to open a customer's eyes and pocketbook. You can print both sides 
of Hammermill Opaque—perhaps on a lighter weight than you’ve 
been using—and save money on postage and the paper itself. 


Photo Courtesy—Genera! Mills, inc., Betty Crocker Cake Mix 
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DESSERTS 
OR 
APPLIANCES 
Hammermill Opaque helps you 
keep whites white, colors bright. 
Notice, too, on this sheet the lack 
of objectionable show-through. 
Hammermill Opaque comes in 
three easy-to-print finishes: Pearl, 
English and Vellum. This insert was 
printed by offset on substance 70, 
Pearl finish on a 36x 48 two-color 
press. Sheet size 29 x 39. Speed 
4,200 per hour. Deep etch plates. 
Hammermill Paper Company, 
1552 East Lake Road, Erie 6, Pa. 


Photo Courtesy —Philco Corporation 
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The New Englander. It is a darn good 
article. It naturally complains against 
boring, ineffective and wasteful direct 
mail . . . but it upholds and promotes 
the right kind of direct mail. Mr. Cin- 
amon is a sales executive at the Hub 
Mail Advertising Service in Boston. His 
company has reprinted the New Eng- 
lander article in a 4 page folder. Copies 
can be obtained by writing to Hub at 
1000 Washington St., Boston 18, Mass. 


A MATCHBOOK THAT ISN’! a 
matchbook is being used by Chase Man- 
hattan to promote its new corporate sym- 
bol. The matchbook-type folder contains 
punchout pieces which are to be assem- 


bled by the user in a brainteasing game for 
one. While the bank is distributing these 
through their branch offices, this might 
make an interesting mail promotion piece 
since it is small, compact and lightweight. 
The game shown in the photo was de- 
signed especially for Chase Manhattan. 
It is similar to other games produced by 
the manufacturer, Cub Products Corpo- 
ration, a subsidiary of Lion Match Co., 
11-49 44th Road, Long Island City 1, 


HOW TO PROFITABLE 
IDEAS was the title of a talk by John 
D. Yeck of Yeck and Yeck, Dayton, 
Ohio at the 3rd annual Advertising Ave 
Creative Workshop in Chicago. The talk 
has now been reprinted in a 28 page, 
pocket size booklet . . . and it is well 
worth reading. We liked particularly the 
last ten pages which illustrate psycho- 
logical tests which can be conducted in 
learning how to overcome the mental 
blocks to creative thinking. If you write 
a courteous letter to John Yeck (349 
West First St., Dayton 2, Ohio) he 
might break down and send you a copy 
of his booklet, for free. 


[] BEWARE OF BONERS! If you use 
a new commemorative stamp for a tie-in 
promotion with a “first day cover,” 
don’t use a format which philatelists 
detest. A #10 envelope will not fit on 
a philatelic album page. Custom dictates 
a #6 % size. If you thoughtlessly use 
a #10... instead of building goodwill, 
you will only stir up animosity among 
collectors who receive your mailing. If 
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DIRECT MAIL CREATION & PRODUCTION ASSOCIATES, INC. 
1814 Jefferson Avenue, Toledo 2, Ohio - CHerry 4-8316 


When you are ill, a physician is consulted. If a person has a toothache, 
a dental appointment is made. If a person has a savings account and he 
is wise, he uses a bank. If one has a legal problem, he consults an attorney. 
Yet, surprising though it may be, when it comes to direct mail, most indi- 
viduals try to do it themselves. Why don’t they consult specialists? We 
don’t know why they don’t, but they should. It pays off! 


HERE’S ONE CLIENT WHO REAPED A 13% INITIAL 
RETURN ON HIS DIRECT MAIL PROGRAM, opened 10 dis- 
tributorships and received more inquiries as time went on. 


The plan of the FlexAngle Corporation of Youngstown, Ohio, 
was to present its story to prospective distributors in a way that 
would stimulate a desire to want to know more about a distribu- 
torship. The initial return was 13%. Ten distributorships were 
opened. More inquiries were received and followed up. 


Said one FlexAngle officer: “We expect direct mail to play a 
large part in all of our future advertising programs.” 


This program was a joint effort of Curtin & Pease of Toledo, 
DMCP and the FlexAngle Corporation. 


TAKE THE CASE OF LENCO, INC., OF JACKSON, MO. 


The targets of this campaign were top purchasing executives of the 
largest metal fabricators in the country. 


The objective: to create enough favorable attention within that “audi- 
ence” which, in turn, could influence people at the buying level and result 
in leads and sales for Lenco distributors . 


The client felt that the program opened important doors. Just one new 
customer meant annual sales in five figures. 


An official of Lenco wrote: “If we are able to continue results such as 
obtained from the first mailing, we would be more than happy.” 


This was a joint effort of Lenco, Cliff Kelley Direct Mail, 
St. Louis, and DMCP Associates. 


These and many other case histories are in the DMCP files. 
Write us ... tell us about YOUR sales problem . . . ask us for a 
case history in your field, the complete campaign and booklet 
which will help you. 


Write DMCP in Toledo or the affiliate nearest you. The names 
are listed below: 


DMCP BALTIMORE, Md.—DMCP—HO 7-7997 © BIRMINGHAM, Alc.—Wm. Grubb & Assoc.— 

AL 1-7585 @ BOSTON, Moss.—OMS Mail Adv.—Al 4-2060 © CHARLESTON, West Vo. 
—Dupont Adv.—Di 4-3491 CHICAGO, II!.—Cre-Ad Mail—RA 6-8832 © CINCINNATI, 
Ohio—Curtin & Pease—761-8672 © CLEARWATER, Fia.—DMCP—442-3242 @ DETROIT, Mich.—Adv. Letter 
Service—LO 7-9535 @ ELIZABETH, N.J.—Auto. Mailing & Printing—TA 4-0891 © ERIE, Po.—DMCP—UN 4.3079 
®@ FRESNO, Col.—DMCP—BA 9-0686 © HARTFORD, Conn.—J. Roy Mclennon—AD 3-8234 © HARRISBURG, Po.— 
DMCP—KIi 5-7241 INDIANAPOLIS, Ind.—Ad. Letter Service—ME 6-3527 JACKSONVILLE, Fia.—Roy C. 
Goettsche—RA 5-0346 @ KANSAS CITY, Mo.—Cliff Kelley Direct Mail—HA 1-2484 @ KNOXVILLE, Tenn.— 
Donde Letter Service—5-6426 @ LANCASTER, Pa.—Quality Printing & Letter Service—EX 4-3771 © LANSING, 
Mich.—W. A. Pomery & Assoc.—!V 5-1731 © LOS ANGELES, Cal.—Kae Algyer Adv.—NO 5-5785 ® MACON, 
Go.—Pruett Adv. Co.—SH 5-1696 @ MEMPHIS, Tenn.—Rodney Baber & Co.—JA 5-673! © MINNEAPOLIS, Minn. 
—Gile Letter Service—FE 3-3471 @ MOBILE, Ala.—Richard Fay-Mail Adv.—HE 3-3166 @ NEW YORK, N.Y.— 
Fermaprint, Inc. —MU 2-8124 @ OKLAHOMA CITY, Oklo.—Lunn Printing Co.—CE 5-3344 PHILADELPHIA, Po. 
—The Connelly Orgonization—lO 8-6400 © PITTSBURGH, Pa.—DMCP—AT 1-9994 ® PORTLAND, Ore.—Taylor 
& Co.—CA 2-9331 @ RICHMOND, Vir.—Expert Letter Writing Co.—643-7345 @© ROCHESTER, N. Y.—Inserting & 
Mailing Co.—HA 6-6245 @ SALT LAKE CITY, Utah—Adv. Management—DA 8-2111 © SAN ANTONIO, Tex.— 
June’s Letter Shop—CA 4-7373 © SEATTLE, Wash.—The Cone Co.—MA 2-518] @ ST. LOUIS, Mo.—Cliff Kelley 
Direct Mail—CE 1-6750 © TACOMA, Wosh.—Mercury Press—FU 3-2788 @ TOLEDO, Ohio—Curtin & Pease— 
CH 4-8316 © WASHINGTON, D.C.—DMCP—FE 8-2128 @ WICHITA, Kan.—Letters, Inc. —HO 4-2231 


| 
| 
: 
| 
\ 
2 
+ 
2 
| 
| 
‘ 
| 
= i 
ty 
7 


THE NEW REX-ROTARY D-490 is a heavy-duty, ultra-modern mimeograph. 
It is fully automatic, designed like a printing press. It produces all the printing 
you need (mailers, catalogs, letters, etc.) — even in multi-colors — with the 
precision of a printing press. Unique concealed lighting (1, 2) illuminates all 
working parts and provides the visibility required for precision work. Easy- 
to-change, sealed ink cartridge (3) prevents inky fingers. Remarkable, exclusive 
feature: interleaver-inserter (4) collates as you print. Piano-key switch panel 
(5) gives you fingertip control. Attractive modern design; many more new 


features. 


News for everyone who wants to cut printing 
costs, yet not tie up capital in equipment: the 
Rex-Rotary Lease Plan. Here’s how it works. 
Lease the ultra-modern Rex-Rotary D-490*(that 
prints automatically, cleanly, professionally, 
with perfect registration) plus the revolution- 


ary Electro-Rex 3S-4* scanner (that etches per- 


Continued on facing page 


*Rental as low as $67.50 per month for both machines. 
Units can, of course, be bought outright. 


in doubt, call a reputable stamp dealer 
for advice. 


—) HOW TO COLLECT MONEY WITH 
LETTERS is the title of a new port- 
folio offered by BETTER LETTERS Ex- 
change. Shows best methods to use, how 
to appeal to the reason of the debtor, 
get your money and still retain cus- 
tomer’s goodwill. Eleven pages of in- 
structions and samples of collection let- 
ters that have been used and have done 
their jobs well. Comes to you free. 
Send your request on your business 
letterhead. Address it to BETTER LETTERS 
Exchange, 105 N State St., Howell, Mich. 


[) STENCILS GIVING YOU A HEAD- 
ACHE? Foto-Field, Inc., 9232 Wauke- 
gan Road, Morton Grove, Illinois, is 
currently marketing two low-cost metal 
cabinets for storing stencils. Both are 


being sold under the trade name Stenfil. 
The model S stores up to 100 stencils, 
which are suspended inside the cabinets 
from dividers that fit all standard size 
stencils. The model P Stenfil stores up to 
50 offset plates with separate pockets for 
storing negatives, and has an index for 
ready location of stored plates. Both 
Stenfil models take only 3” of shelf space 
and are priced at $24.95. Complete in- 
formation available by writing the the 
manufacturer. 


ANOTHER SHIFTY PROMOTER is 
still at large. A reader in New Jersey 
received a four page black and white 
folder from one A. C. Chapman, offer- 
ing his “successful, tested proved Mail 
Order Program” for the insignificant price 
of $5.00. While none of those adjectives 
is categorically incorrect, Mr. Chapman 
chooses not to tell his prospects that 
he was once convicted of mail fraud, 
has been connected with at least one 
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THE NEW ELECTRO-REX 3S-4 makes perfect stencils or offset plates for 

your duplicator, automatically. You simply insert (1) halftones, line drawings, 
operation that caused intervention by the type proofs, lettering — then, as the drum rotates, every detail is etched elec- 
Pune, See operates man enter frenchinee, tronically (2). The stencil is instantly ready for duplicating. Greatly increased speed 
and other activities well known to Better ‘ 

shortens production time—with no loss of precision. Lighted indicator (3) pinpoints 


Business Bureaus and the Post Office ore 
Department. His letterhead address is 34 start and end of scanning, eliminates waste. Vacuum and filtering device (4) cleans 


East 12th Street, New York 3, N. Y., machine, eliminates odors. Exclusive variable. scanner (5) assures excellent 
but he is thought to be operating from reproduction of any screen halftone—without moiré effects. Let us demonstrate 
Missouri where his son L. B. Chapman these and many other new features. 
is Operating Mail Order Research, the 
organization that is purportedly selling 
this program. Several inquiries and com- 
plaints have come into the BBB claiming 
non-delivery of merchandise. Mr. Chap- 
man claims to be a member of “Inter- 
national Mail Dealers Association” and 
“Direct Mail Association,” neither of 
which are known to the BBB, DMAA, 
or is listed in the 1961 guide to national 
associations. Our advice is to turn his 
oa offer over to the local postmaster should 
you receive one of his mailings, and 
report the incident to your local BBB. 


[] IT LOOKS SILLY to recipients of 

direct mail when they see a promotion 

envelope mailed under a permit and post- 
z marked Chicago, Illinois to a Chicago 
Mh, address . . . with a bold imprint at the 
left of the address reading—*Airmail 
Reply Requested.” A number of organ- 
izations have used this tricky device. 
We've complained about it in the past. 
The reply we usually get is—‘“it works.” 
Even though the stunt works . . . what 
about all the people who do not respond 
and who are irritated by the stupid 
request? 


[) PHARMACEUTICAL DIRECT 
MAIL to doctors dropped to its lowest 
level since 1956, according to Clark- 
O'Neill, direct mail firm specializing in 
pharmaceutical mail promotion. There 
are no strong signs of volume returning 
to previous peaks. Unsolicited sampling 
has increased to an all time high, while 
the use of self-mailers dropped off to 
just over 50%, lowest since 1954. 
85.2% of the mailings advertised phar- 
maceuticals, 87.7% were mailed under 
printed permit, and 84.2% advertised 
only one product. 


for lease 


Continued from facing page 


fect stencils and offset plates electronically). 


: 0 TWO CLEVER MOTIVATED For five years, turn out all the printing you 
PIECES are currently being mailed to 
Bs prospects by the Sanforized Division of need — easily, simply and at great savings, ' 
7 Cluett, Peabody Co., 530 Fifth Avenue, 
N York City. Th i folded ° ° vs 
hin while your capital keeps working. (Often there 


one has the arms of several basketball . 
players reaching for a ball with the are tax benefits, too.) Then decide: re-lease, 
caption right below “Puts More Spring 

. . ” When the flap lifts, a basketball 


player (die cut on heavy cardboard) —— ome REX a ROTARY 


pops out of the folded bottom of the 
card through a slit. He’s motivated by Make sense? 


a rubber band apparatus. Caption at 
+For demonstration by your nearest dealer, call or write 

or dem rati : : 
REX-ROTARY DISTRIBUTING CORPORATION 
387 Park Avenue South, New York 16, New York — Telephone: MUrray Hill 4-5405. 
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your wash and wear selling; just use 
heavily-advertised Sanforized-Plus in 
your promotion and advertising copy 
every chance you get. Sanforized-Plus 
puts more spring in your Spring!!!” 
The second piece follows the same 
general approach, this time with a human 
cannonball popping out of the mouth of 
a cannon. Pieces were created by Frank 
Whitbeck, Sanforized ad manager, and 
the Irving Miller Studio. 


™ HARVARD HAS BEEN HAVING 
good success with direct mail, as re- 
ported in Publisher's Weekly. “The Poets’ 
Russia” was promoted to 3800 names 
from selected Educational Directory lists, 


with 40 orders (1+) return. Cost of 


mailing, $129.84. Net after deducting 
this cost, plus cost of production, plus 
royalties, $110. For two literary books, 
returns were 4.3% on the ED lists and 
3.2% on Harvard Press’ own lists for a 
net of $305. In each case the bulk of 
ad money available went into space. For 
a brace of medical books, however, 
$3100 of a $5000 budget went into 
direct mail. 52,000 circulars were mailed 
out with a return of 918 orders for the 
$12.50 book, and 219 for the $5.25 book. 
Net after all costs were deducted, $5738. 


— ANOTHER GRIPE among editors 
concerns public relations experts who 


Which one cost 
half as much to label? 


The envelope that was labeled by the Cheshire Model E! 
That's because the Model E applies up to 16,000 labels per hour. 
Compact... and easy to operate, too! Applies all types of labels 
(wide-strip, narrow-strip, continuous pack form, cut or indi- 
vidual labels). Just as efficient for small postcards and enve- 
lopes .. . or middle-sized pamphlets and brochures... as for 
larger magazines, catalogs and quarterfold tabloids. 


CHESHIRE 


INCORPORATED 


descriptive brochure. 


The Cheshire Model E. 


Write for 


Dept. RDM-9, 1644 N. Honore Street, Chicago 22, Illinois 


THE REPORTER OF DIRECT MAIL ADVERTISING 


send out a press release and then fol- 
low it up a few days later with a cor- 
rection, or a request to kill the first 
release and substitute the second. If 
these public relations experts ever worked 
for a large or medium sized publication 

. . they should know how impossible 
it is to find a press release received four 
or five or even one day previously. 
Press releases go through the mail in 
rapid fire fashion. The majority go into 
the waste basket . . . but the others are 
routed to re-write men or might be 
filed for future reference. Whenever we 
see a request for a correction on a 
previous release . we consign the 
whole matter to the round file. 


[) A PORTABLE DRAFTING MA- 
CHINE called the Draftette Sketch Kit 
has been developed by Draftette Com- 
pany, P.O. Box 794, Beverly Hills, Cal- 
ifornia. The machine, mounted in a vinyl 


self-locking binder, includes the drafting 
instrument (with 3 x 5” or 4 x 6” scale 
and 180 degree protractor), pad of 50 
sheets of 842” x 11” drawing paper, and 
pencil. The kit, which weighs a pound 
and a half, can be conveniently carried 
or stored in desk or table. It measures 
9%” x 13” x 1%”. Fully guaranteed, 
the kit comes assembled and ready to 
operate. Price is $8.00 for the complete 
unit with the small scale and $9.00 with 
the larger scale. Additional information 
and folder available from the manufac- 
turer at the above address. 


[ HOW TO CONTACT AND SELL 
NEWCOMERS is the title of an in- 
teresting report recently released by the 
Financial Public Relations Assn., 231 
South LaSalle St., Chicago 4, Illinois. 
The report was prepared by Orville R. 
Goerger, director of public relations of 
the Mercantile Trust Co., St. Louis, Mis- 
souri. The report is priced $1.00 and it 
summarizes the results of a questionnaire 
mailed to 700 banks in the United States. 
Most interesting to us was that banks 
consider personal solicitation the most 
important in getting new business .. . 
but direct mail came second, with news- 
papers a low third. 


[]) PLAGUED BY PUNCTUATION? 
Do you hesitate about proper placement 
of punctuation marks? “The Punctuator” 
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$ A WIDE RANGE OF COLORS 


NEKOOSA-EDWARDS PAPER COMPANY / Port Edwards, Wisconsin 


MILLS AT PORT EDWARDS AND NEKOOSA, WISCONSIN AND POTSDAM. NEW YORK 


The fastest (and most economical) 
way to get multi-color effects is to 
print in color . . . on colored stock. 
And to get the best results, your 
best bet is Nekoosa Offset. Nekoosa 
Offset, famous for its superb print- 
ability, gives you a choice of nine 
attractive colors. What are they? 
Ask your Nekoosa Paper Merchant 
for sample sheets . . . and you'll 
want to use all nine! 
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FOR LOW-COST MULTI-COLOR EFFECTS 
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is a new, practical tool for writers, sec- 
retaries, copywriters and executives in 
general. Horace Critchlow, former man- 
aging editor of Author & Journalist and 
co-publisher of Sage Books, Inc., has 
made a_ two-sided wheel-chart which 
gives rules and working examples of 
good usage for the most common prob- 
lems of using capitals, italics, numbers, 
as well as of punctuation. Available in 
quantity at savings for distribution 
through offices and to customers, single 
units are $2 each, postpaid, from Richard 
M. McKeon, Laguna Beach Books, P.O. 
Box 441, Laguna Beach, Calif. 


[) THE FARM QUARTERLY recently 
received national recognition from the 
Envelope Institute of America for the 
outstanding design of their business reply 
envelope. This annual award is made on 
the basis of overall design, layout, and 
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_ Bunn Machines free craftsmen from hand tying... 


Tie 7,000 bundles daily, 50% faster 


use of color. Farm Quarterly was se- 
lected from a field of entries representing 
many industries and businesses across the 
nation. The envelope was designed and 
produced by Cupples Hesse Envelope 
Company of St. Louis. Jack McCain 
(right) circulation manager of Farm 
Quarterly is shown accepting the sym- 
bolic plaque of the EIA from Roland 
Nord of Cupples Hesse. 


[) RIBBING THE CUT-RATE com- 
petitor can often pay off in handsome 
dividends as Larry Coffing, Dodge dealer 
of Santa Ana, California, discovered. He 
sent out a folder to prospects which 
carried this caption on the cover. “Brand 
New Full Size 1961 Dodge. Full Price, 
$1591. Equipped Exactly as Pictured In- 
side!” The recipient opened the folder to 
find a full size Dodge—but minus seats, 
hood, wheels, doors, bumpers, grille and 
accessories. This is what Coffing felt he 
could reasonably offer for the low price. 
To dramatize the mailing, Coffing dis- 
played such a stripped-down car in his 
showroom. Floor traffic increased about 
35%. 


CONGRATULATIONS AGAIN to 
the Mail Advertising Service Assn., 622 
Sth St., N.W., Washington, D.C... . 
for producing another masterpiece of a 
convention report. The MASA has been 
doing this job for years . . . and it is a 
difficult one. The present report covers 


SEPTEMBER, 1961 


*‘Besides reducing our tying time 
50 per cent,’’ says Gerald Sklar, 
President of Michigan Advertising 
Distributing Company of Detroit, 
“‘with tying machines we have elim- 
inated the need for hand tying. This 
has relieved craft-union personnel to 
perform more productive operations 
in accordance with their rate scale.” 


Michigan Advertising Distributing 
Company uses nine Bunn Tying 
Machines to keep abreast of the 
demands of its 3000 customers. 
Double-wrap cross ties are made on 
5000 to 7000 packages of publica- 
tions each day. 


Direct mail processors all around 
the world are saving time and money 
with Bunn Machines. You can, too. 


This slip-proof, tamper-proof knot 


Only a Bunn Tying Machine 
gives you these advantages: 


Ten times faster than hand tying. 
Cuts twine costs by as much as 30%. 


Ties virtually anything that can be tied 
by hand, regardless of shape. Adjusts 
automatically to package size. 


Accepted by postal authorities. Used 
widely by postal departments every- 
where. 


Anyone can operate. No experience or 
training needed. Proved safe, too! 


Wheels easily from one location to an- 
other. Plugs into any 110 v outlet. 


Little or no maintenance. More than 50 
years of proved field service. 


Free illustrated brochure explains how 
you can cut your tying costs. Use the 
handy coupon below. No obligation. 


PACKAGE TYING MACHINES 
for over half a century 
8. H. BUNN COMPANY 


7605 Vincennes Ave., Dept. RD-91, Chicago 20, lil. 
Export Dept.: 10406 S. Western Ave., Chicago 43, illl. 


B. ‘A. BUNN CO., Dept. 
7605 Vincennes Ave., Chicago 20, Ill. 


Please send free brochure which illustrates how we 
may cut costs with a Bunn Package Tying Machine. 
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A Word about 


Latham Proces 


Parent Company Of 


Time and again clients and prospects have asked us how we can 
produce a quality direct mail package at such unbelievably low cost. 


The answer is simple. Our quotations are based on actual cost 
plus a fair profit. And the fact that our cost is low results from the 
fact that Latham Process is one New York's finer, major printers. 


We produce single and multicolor jobs, both sheet fed and web 
fed. We have our own bindery, our own plate-making department... 
everything under one roof! 


Modern machinery, some developed especially for Latham, mass 
purchasing power, skilled craftsmen and proper application of the 
right job to the right press, coupled with day and night volume 
printing provides A-L with its low, low price. 

Latham is proud of its 23 years’ expert know-how and quality serv- 
ice to direct mail. Its clients read like the Who’s Who of American 
Industry 


But see for yourself why Ansa-Letter is adding new clients daily. 
Switch your next mail promotion to A-L. You'll be in the company of 
some mighty fine organizations when you do. 


Get the facts, the figures, the proof Send for your own Ansa- 
Letter folio, on your letterhead, to Mel Berlin, S/P/M. 


IN A HURRY? INQUIRE ABOUT OUR FAST DELIVERY SCHEDULE 


HUDSON STREET, NEW YORK 13, WOrth 6-4500 


~ NEW ENGLAND REGIONAL OFFICE — WEST HARTFORD, CONN. — PHONE AD 2.7228 


WEST REGIONAL OFFICE — OKLAHOMA CITY, OKLA. — PHONE Wi 2.4830 


the 39th Annual Convention in Detroit 
last September. This one is a 164 page, 
8% x 11, well edited collection of every- 
thing that happened worth reporting. 
Distribution is limited entirely to MASA 
members and extra copes for their em- 
ployees are priced at $10.00. More or- 
ganizations should concentrate on getting 
out better convention reports. MASA has 
provided an excellent model. 


[) A MINIATURE REPLICA of the 
capsule that carried Commander Alan 
B. Shepard, Jr., into outer space has 
been reproduced as a savings bank (left 
photo). Designed and produced by 
Beacon Plastics Corp., Newton 61, 
Massachusetts, the bank is blow-molded 


of non-breakable polyethylene. The bank 
is sold through Beacon Franchised Ad- 
vertising Specialty distributors for good 
will advertising purposes and premiums 
to banks and business firms and has a 
special place for imprinting an advertis- 
ing message. The complete trajectory of 
the flight is molded into the base of the 
heat shield (right photo) together with 
other historical data. Contents of the 
bank are emptied by slitting the guide 
line on the bottom and can be used 
again after slitting. Furnished with each 
bank is a reproduction of the official 
National Aeronautic Space Administra- 
tion’s 16-page booklet “Exploring Space.” 


(1 THOSE OF YOU who poo-poo the 
role of color in influencing customer buy- 
ing decisions might be interested in 
some facts disclosed by Howard Ketcham 
Inc. (color experts) 101 Park Ave., NYC 
17, in a recent direct mail promotion. 
Says Ketcham inc., “Good Humor Lemon 
ice cream was not a success until pink was 
added and the product merchandised as 
pink lemonade. Sales immediately quad- 
rupled.” Farther down the page is this 
one: “The sale of Cities Service premium 
fuel soared 50% when red was featured 
on the premium pumps and nowhere else 
on the station.” While we haven't all the 
facts at our disposal, these two examples 
seem to bear out the effectiveness of the 
right color in the right place. But else- 
where on this same sheet, Ketcham Inc. 
cites this example. “AT&T discovered that 
in applying the right stand-out color to 
certain booths, many customers who 
otherwise would simply not have thought 
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Survey Report... 
How Executives Look at Their Mail 


Generally, when I open my direct mail advertising, I look first at: 


Regular business envelopes..... 65.3% 


This recent survey® reveals a fact 
that every advertiser should 
know: Businessmen who open 
their own mail report that they 
open regular business envelopes 
first ... and odd-shaped mailings, 
self-mailers, and others after- 
wards, 


You can put this important infor- 
mation to work in your direct 
mail advertising . . . by using 
EPIC® Executives, Regular and 
Outlook®. This new, modern en- 
velope line is designed specifically 
for envelope users who want a 
“correct” business envelope with 
subtle . . . but definite . . . charac- 
teristics of style and brightness to 
make it clearly distinctive. 


WSES states 


® 


ENVELOPE 


EPIC Executives are, of course, 
white. But it’s a brighter, whiter 
white than you've ever seen be- 
fore. The style is classic . . . execu- 
tive flaps and seams that convey 
a modern prestige look. The total 
effect is quality...the quality usu- 
ally associated with the highest- 
priced envelopes on the market. 


But EPIC Executives are not high 
priced envelopes, They are vol- 
ume-priced and won't strain any 
advertising budget. And they're 
available in both Regular and 
Outlook styles in many standard 
business envelope sizes to suit 
your exact requirements. Ask your 
U.S.E. paper merchant or printer 
for complete information . . . or 
write to Sales Promotion Dept. 


GENERAL OFFICES: SPRINGFIELD 2, MASS. * WORCESTER + SPRINGFIELD * HARTFORD « ROCKVILLE 
NEW YORK + METUCHEN + ATLANTA + INDIANAPOLIS + CHICAGO *« WAUKEGAN «+ DALLAS 


LOS ANGELES + SAN FRANCISCO 


*From The Reporter of Direct Mail Advertising, January, 1961, 
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ELOPES*® TENSIC 


Hitchhike 

your way to 
increased 
orders 


* TENS 


ENVELOPES 


vous) sonal pao 


* TENSIO 


NOIS 


RETURN ORDER 
ENVELOPE 


It’s the new Tension creative 
design return envelope created 
to sell a hitchhike item on the 
outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


When a customer is enclosing 
his money in the envelope, he is 
- ina buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN...“The Influ- 

ence of Envelopes,” a fascinat- 
= ing 28-minute, full-color sound 
m movie. Available free to serv- 
ice clubs, etc. Write for details, 


FREE SAMPLES 


"i Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
ma now being used in your industry. 
Please enclose copies of your own 
business reply envelopes. 


O13 ANS 


SAGO 


Tension Envelope Corp. 
Campbell at 19th St. 
Q Kansas City 8, Missouri 


Send me without obligation free sam- 
ples of Tension “Hitchhike’ item 
return order envelopes. 


of making a telephone call were per- 
suaded to do so. “What sort of soothsayers 
can tell when people are not thinking of 


making phone calls? We wonder how 
| many people would nor show up at Coney 


Island on a hot Fourth of July if the 
water were red, white and blue instead of 
just plain old blue? 


() A STRIP-ADDRESSER of new de- 
sign with a top running speed of over 
25,000 addresses per hour has just been 
completed by Philip E. Tobias Associ- 
ates, graphic arts engineers of Glenside, 
Pennsylvania. The new machine, de- 
signed and built by Tobias for a client- 


user, makes use of hectograph originals 
on 3%” x 7%” punched cards. Address 


information is transfered to a %” paper | 


tape by spirit duplication. Class and 
subscription expiration information are 
carried by punched holes in the long 
edge of the card. The electronic logic 
of the strip-addresser will sort out ex- 
pired subscription cards as they are 
printed. Town spacer cards used in the 
address stack dot the tape for the last 
address in a town to expedite bundling. 


— “HOW TO USE Service Composition 


Acetate Proofs” titles a booklet available 
from Service Composition, 304 Chapel 
Avenue, Haddonfield, N. J. Booklet gives 
instructions on working with acetate 
proofs of type and art including how to 
cut, lay, burnish, remove or prepare for 
printing, microfilming or other reproduc- 
tion. Free for the asking. 


(.) A DIRECT MAIL CAMPAIGN to 
18,000 top-flight U.S. executives is help- 
ing Ontario persuade U.S. manufacturers 


to have their products (which may now | 


be exported to Canada) made by manu- 
facturing firms in the Canadian province. 
The first part of the campaign was mailed 
out in March of this year, and the second 
part just recently. There has already been 
considerable response and currently ne- 
gotiations are being conducted between 


U.S. and Canadian manufacturers of min- | 


ing machinery, boats, wire goods, valves, 
pumps, electrical apparatus, and pharma- 
ceutical products. @ 


THE 
BEST 

DIRECT 
MAIL 


BEGINS WITH 


FINCH 
OFFSET 


Its superior qualities of 
brightness, finish and 
formation give you out- 
standing printability. Its 
remarkable economy 
lowers your cost per 
inquiry. Order FINCH 
OFFSET now from the 
paper merchant in your 


20 GLEN ST., GLENS FALLS, N.Y. — PHONE RX 3-2541 


Photo 


POWDERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 

ZINC AND COPPER 


nhs 


"Engraving Co., Inc. 
: West 28th St.,New York 1, N.Y. 


MURRAY HILL 9-8585 


THE REPORTER OF DIRECT MAIL ADVERTISING 


ip 
+ 
v 
| | 
| 2 4 
f 
— 
> - 4. 
PRUYN 
. . ANDO COMPANY. INC. GLENS FALLS. N ¥ 
| 
7 
Engravers 
. 
~ 
% 
| 
the, 
16 
_ 
ag 
1. 


At your finger tips—have the 
sample book that has the answer 
to more than half your printing needs — 


For every kind of printing —one color, two color, full color, half 
tones (see above). So sparkling on snowy Maxopaque. And with 


built-in savings thanks to opacity that encourages use of lighter 
weights for savings in paper cost, inventory storage, postage dollars. 


Write for a sample book, and watch half of your paper problems vanish. 


Printed on Maxopaque—Basis 80—Vellum Finish 


A 2 color 

B 1 color—half tone 

C 1 color—line 
Balance 4-color process 


HOWARD PAPER MILLS, aetna parer company - DIVISION OF (*) St.Regis » DAYTON, OHIO 


PAPER COMPANY 
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Babe's eye view of a wonderful colorful world! 


No ONE KNOWS how soon color 
catches a baby’s fancy, but it must 
be very early, and thus all of us 
quickly grow to know the beauty, the 
challenge, and the identification 
color provides. 

A simple but sensible use of color 
is found in Howarp Bonp’s twelve 


HOWARD PAPER MILLS, 


clean, clear colors. For business 
forms Howarp colors identify, speed 
action, reduce errors. For many 
kinds of business printing Howarp 
colors provide an attractive two- 
color effect at one-color cost. And 
it isn’t often you find so fine a water- 
marked bond at its thrifty price. 


DIVISION OF 


St Re 


PAPER 


gis 
COMPANY 


Your printer and/or paper mer- 
chant can show you samples. Or 
write and we'll have a sample book 
on your desk in considerably less 
than a week. 


ALL HOWARD PAPERS are quality 
controlled by 


URBANA, OHIO 


Howard, bond 


Companion Lines: Howard Ledger * Mimeograph 


Printed on Maxopaque 


**The Nation’s 


Business Paper”’ 
Duplicator + Posting Ledger * Du-All 


Basis 80— Vellum Finish 
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Send your best man He'll come back with 
to the 44th annual great ideas on how 
DMAA’ convention in to make your direct 
New York, Oct. 10-13 mail more resultful. 


*Direct Mail Advertising Association. Robert DeLay, President 
4 Direct Mail Advertising Association, 230 Park Avenue, New York 17, New York. 
Place: Statler-Hilton Hotel, New York. Please send me ( detailed information on the DMAA Convention. 
Theme: “New Horizons for Direct Mail.” 0 more information on the DMAA. 
Panels! Seminars! Exhibits! Prizes! Name Company 


Special program for wives! 
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ive Plant With 


‘em A COMPANY — any company. 
Spend hundreds of thousand of 
dollars to install the best addressing. 
labeling, collating, and inserting ma- 
chines. available. Scout around for 
the best direct mail talent available. 
If you're a manufacturing or service 
firm, that sort of behavior spells one 
thing — captive plant. 


E. I. DuPont de Nemours Com- 
pany, Inc., of Wilmington, Delaware 
has a captive plant, but they've gone 
a step further. They've put their plant 
into competition with suppliers out- 
side the company. This combination 
of top-notch facilities and talent plus 
the day to day pressure of competi- 
tion has made the Du Pont Direct 
Mail Division one of the most inter- 
esting captive plant operations in the 
country. 


Direct mail at DuPont is nothing 
new. The Direct Mail Division, a 
part of the General Services Depart- 
ment, has been in existence since 
1909. W. W. “Bill” Lewis, Jr. is 
Direct Mail Manager and has been 
with the company for the past 28 
years. He has surrounded himself 
with a fine staff of experts, the young- 


Bill Lewis, Direct Mail Manager 


Dan Taylor, Spvsr. Mailing Lists 


est of which is 29 year old Dan 
Taylor. a methods engineer who two 
years ago was assigned the task of 
converting the company list operation 
to one less cumbersome, and ended 
up with the job of making it work. 


Electronic List Selection 

For years, the Direct Mail Division 
had maintained about 1,000,000 
names comprising about 1000 com- 
pany lists on metal plates. In 1959 
conversion was started toward a 
Scriptomatic addressing system us- 
ing IBM tab cards for selective list 
compilation. Today, with conversion 
95° complete, there are only 600,000 
names (totaling about 200 lists) on 
IBM cards. The reduction has been 
effected both through elimination of 
seldom used lists and consolidation 
of names from several lists onto a 
single card. 

The lists are used for a variety of 
purposes, but most are either cus- 
tomer or prospect lists for the 23 
manufacturing or auxiliary depart- 
ments in the company, or the sub- 
divisions of these groups. The average 
size per list is about 1000 names. 
Other lists include editors of maga- 


zines and newspapers for the Public 
Relations Department, circulation list 
for the company external publication, 
The DuPont Magazine, and so forth. 


In many cases, the list selected for 
addressing will be considerably 
smaller than the list from which it 
was compiled. If, for example, the 
Textile Fibers Department wanted to 
mail to sweater manufacturers on the 
East Coast having gross sales of 
$500,000 and up, these names could 
be easily selected from the master 
customer and prospect lists of the 
Textile Fibers Department through 
IBM punch hole programming. The 
resulting list, usually a very small 
part of the master, would then be ad- 
dressed, and after addressing the 
cards would be automatically collated 
back into the master list. Previously, 
a job of this sort required hand 
selection of prospects from keyed 
metal plates, and then re-filing by 
hand once the addressing was com- 
pleted. The time and money saved 
through this revised system is for- 
midable. It’s more apparent when you 
consider that the Direct Mail Divi- 
sion addresses and mails between 


uPont's Direct Mail Division, in competition with 
outside suppliers, constantly seeks new and better 
ways to improve service and keep pace with company- 
wide growth. 
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20,000 and 30,000 pieces per day. 

Not all metal plates, however, will 
be eliminated. Some will be retained 
either because they are addressed 
several hundred times per year, or 
because some spcialized names which 
are often needed on carbonized forms 
can be easily stamped and carbonized 
with one operation using the hard- 
metal plate. 


Profit incentive 


The conversion has not been in- 
expensive. The investment has been 
considerable, even though most of the 
machines have been leased, rather 
than bought outright. However, the 
improved facilities will result in in- 
creased profits, a firm holding of 
present prices to customers, and 
perhaps some time soon, even a 
reduction in those prices, 

The Direct Mail Division at Du- 
Pont, despite the company’s size, has 
no blank check to revise or modify 
the operation without regard to oper- 
ating costs and income. Every new 
piece of equipment. every new pro- 
duction technique is carefully 
weighed as to its eventual profit 
potential to the division. In 1961, 
the Direct Mail Division will bill an 
estimated $3,000,000 with an operat- 
ing profit in the range of $300,000. 
To effectively carry its own weight 
in the DuPont organization. the 
division must continue to operate 
under this principle in the future. 

As Bill Lewis says, “I’m in an 
enviable position. The average letter- 
shop must first make a decision about 
a new system or a new piece of 
equipment, and then once made, must 
find the money to pay for it. With 
our division, getting the money is no 
problem, but like every other busi- 
ness, we have to justify the expendi- 
ture and show how it will return its 
investment, and then some.” 


Firm Pricing 


The division operates on a firm 
pricing basis with its customers. It 
publishes a book of prices, listing 
charges on all types of work and 
quantities. When a job is offered to 
the division, a firm price is given for 
the work involved, based on the 
prices quoted in the book. Once 
given, the price is unalterable. If the 
quote is $500 and it costs the divi- 
sion $600, then it will take the $100 
loss. If the reverse happens, it’s $100 
ahead, Over a long period of time 
these fluctuations tend to level out. 
Of course, the beauty of this system 
is that it offers the customer a pre- 
determined that cannot be 
changed by “circumstances beyond 
our control,” circumstances which, 


cost 
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unfortunately, have been known to 
afflict some independent lettershops 
with startling regularity. 

Should the customer fee! the quoted 
price is too high, he is free to go 
elsewhere for a quote. Despite the 
fact that the department's prices are 
rock-bottom low, if you look long 
enough and hard enough you can 
find someone who is hungry enough 
for work who will underbid. While 
it doesn’t happen too often, a few 
jobs have gone outside the division. 
Several small lists have been taken 
out of the division entirely, and mail 
is addressed by the customer on 
smaller addressing machines in its 
own offices. However, this is a rarity. 

The division does printing on a 
small scale only. It has several offset 
duplicators, among them a Multilith 
1250 equipped with a Townshend 
T-51 head for simultaneous printing 
of a second color. Among the items 
handled are letters, small brochures 
and booklet, broadsides, catalogs, fly- 
ers and cards. More elaborate work 
using three and four colors is printed 
by the company’s Printing Division 
or by outside suppliers. 

Strangely the division’s four auto- 
matic typewriters are not as busy 
these days, having been supplanted 
by the printed letter with carbon 
ribbon fill-in. Even top executive 
who once insisted on automatic letters 
have been convinced of the value of 
the print-plus-fill in, The cost per 
letter has been reduced about 50‘c. 

The division’s storeroom houses 
standard print material used fre- 
quently by its customer departments. 
For this service, it charges a flat 
monthly fee. 


@ List Maintenance 
Pricing 
@ Addressing Systems 


List Maintenance 

At any given time, the DuPont lists 
are roughly 99% up to date. A staff 
of girls, working with the IBM cards, 
revises out-dated cards from nixies 
and from information secured from 
salesmen. Bill Lewis estimates list 
changes at about 50% each year so 
its a laborious task. 

Without describing the mechanics 
of the operation, the chief responsi- 
bility for keeping information up to 
date rests with the salesmen and the 
sales managers of the various de- 
partments and auxiliary departments. 
When the IBM-Scriptomatic system 
first was introduced, DuPont sales- 
men were sent written procedures 
relative to each list describing the 
tab card system, how it worked, and 
a supply of special “change cards.” 
These cards permitted the salesmen 
to add names, eliminate old ones, 
and change critical information areas 
such as location of the prospect, type 
of company, job title and responsi- 
bilities, areas of interest and so forth. 
Prior to the introduction of the tab 
card system, changes were made 
through long handwritten sheets 
which required salesmen to write out 
almost everything. The simplicity 
and time-saving features of the 
“change card,” once understood, has 
increased salesman willingness to co- 
operate in the tiresome but very 
necessary task of keeping the lists 
current, 

Customer departments are charged 
for the processing and filing of lists. 
Dan Taylor couldn't give us an exact 
figure since the system is relatively 
new, Generally, for simple lists (pri- 
marily just names and addresses 


Tab cards like these are sent out to readers of a DuPont house magazine. They help 


in the data processing operation by circling one of 13 


bers ting their interest 


Circle one number only - 


Please Return This Card 
Today 


Retinery—10, 
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THIS NAME REMOVED FROW FILE BECAUSE 


OF INCORRECT ADDRESS 


When nixies or undeliverable pieces 
ore returned to the Direct Mail Di- 
vision, the tab card illustrated at 


WO FUTURE MAKINGS WILL BE MADE Ty TONE stare 
ADDRESS HAS BEEN CORRECTED — 
THE Space a7 MIGHT MAY GE To 


CHANGE 
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without tab card detailing), the Increased productivity has increased 
Direct Mail Division charges about output so our operating expenses per 
7 cents per name. These lists would 
be used on short-run campaigns and 
then thrown away. For permanent 
lists, including all tab card punching, 
the price is somewhat higher. The 
charge for updating existing lists, it’s 
assumed, would be about the same. 


Will It Pay Off? 
Will the new system pay off in the 
long run? Dan Taylor thinks it will. 
One of the things he pointed out was job are going down at a fairly even 


the historic parallel between the sales pate. as you can see. Also, this new 
of the Direct Mail Division and com- equipment has permitted us to reduce 
pany wide sales. Both have been  oyr working staff from 27 to 17 
increasing at about the same rate persons. None of the 10 were dis- 
over the past 10 years. To make more _ missed since transfers and retirements 
effective use of the customers direct did the job for us. Soon we expect 
mail dollar, the switch to IBM- to be operating at less expense than 
Seriptomatic was made. But how will before, so for a while our customers 
costs be amortized ? will be paying off the cost of con- 
“Very simply,” Dan told us, show- version. When the cost of the 


ing us a chart (reproduced here). 
“Installation of the new system put 
our initial operating expenses at 


conversion has been met we will be 
operating at a cost below our previous 
cost and still charging the same rate. 


the left is immediately sent to the 
department originating the mailing, 
and the card is removed from the 
files. Responsibility for correcting 
the card lies with the sales man- 
ager of the department, and the 
card will not be replaced until the 
corrections have been made and 
sent back to the Direct Mail Division. 


our prices firm over the past couple 
of years in spite of general salary 
increases and increased prices from 
our own suppliers.” (Ed: Employees 
of DuPont's Direct Mail Division 
enjoy a good salary level plus fringe 
benefits equal to about 25 cents on 
every salary dollar.) 

One thing is obvious after even a 
cursory study of the DuPont Direct 
Mail Division. Even at a break-even 
operation, the division would more 
than justify its existence since its 
primary objective is to service the 
other departments of the company at 
the same or lower rates than compet- 
ing outside firms. 

But a break-even or even a deficit 
operation precludes one factor so 
vital to business enterprise — the 
catalyst of competition. Without it, 
there might be a tendency to become 
complacent, and eventually, obsolete. 
With it, there is the pressure to do 
a better and better job every day at 
the lowest possible cost. It is a pres- 
sure that Bill Lewis and Dan Taylor 
and the others at DuPont’s Direct 
Mail Division enjoy living with. e 


The change card illustrated left is 
used by salesmen to add, delete or 


change names on their customer or 
propect lists. A guide to filling out 
tab cards was distributed to each 
salesman when the system was in- 
stalled. This system is extremely 
simple, and welcomed by the sales- 
men who formerly had to write out 


Level X, with our average charges to Whether we can reduce that rate 
customers represented by Line Y. remains to be seen since we've kept 
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long forms in duplicate and triplicate. 
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Oxrorp Paper COMPANY 
christened a five-year advertising 
program with the execution of the 
first phase “Symbols of Guidance,” 
a dramatic direct mail promotion to 
top paper buyers on behalf of the 
company’s North Star Papers. This 
first effort — two separate but sim- 
ilar campaigns to two separate pros- 
pect groups — has elicited a highly 
favorable response from recipients. 
One prospect list for the North 
Star campaign received five highly 
personalized letters plus dimensional 
objects symbolizing the role of the 
North Star in five different past civil- 
izations. This list numbered 2,500 
large volume paper buyers. The sec- 
ond prospect list numbered 12,000 
smaller volume paper buyers, and this 
list received a series of colorful fold- 
ers covering the same subject but 
without the dramatization of dimen- 
sional pieces and personalization. 
The campaign, conceived by Wil- 
liam T. Rich, advertising manager at 
Oxford Paper, 230 Park Avenue, New 
York, and Andy Andrews of Amer- 
ican Mail Advertising of Boston, was 
produced by AMA under Mr. Rich’s 


direction. 
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OXFORD PAPER 
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TOUGH MARKET 


Each dimensional piece was mailed 
in an attractive specially prepared 
box, and each was preceded by a 
week by an automatically typed letter 
telling the recipient about the piece 
to come and something about North 
Star papers. 

A Golden Spike 

The first mailing was a golden 
spike, symbolic of the role of the 
North Star in Norse mythology. The 
North Star, the Norse believed, was 
a huge jeweled spike driven into the 
center of the universe. Around it 
the heavens revolved. Norsemen, sail- 
ing their ships into distant seas, used 
the “World Spike” as their guide... 
feeling secure in the knowledge that 
it would always remain fixed in posi- 
tion, exactly where the mythological 
gods of old had placed it. 

This legend is printed on a small 
folder accompanying the spike. The 
spike, incidentally, was not obtained 
as a stock item. AMA obtained rail- 
road spikes, had them buffed and then 
gold plated for mailing to the list. 

The second mailing brought paper 
buyers an authentic Indian arrow- 
head along with the legend describing 
the role of the North Star in Indian 


lore. One tribe believed that the 
North Star was an arrow shot into 
the sky with the arrowhead remain- 
ing as the hunter’s guide. Another 
describes how a little child appeared 
to a lost hunting party and guided 
them to safety. When the hunters 
died, legend has it that they were 
carried into the heavens where they 
could be seen on a clear night, faith- 
fully following the North Star. 

Mailing Number Three featured a 
clay tablet inscribed with hiero- 
glyphics from the Egyptian era. This 
tablet is a reproduction on one re- 
portedly residing at the Metropolitan 
Museum in New York. Three requests 
have already come in for the trans- 
lation, so Oxford is having the 
message deciphered. 

The fourth mailing consisted of a 
key chain with a Lucite fob in which 
a reproduction of an ancient Grecian 
coin had been imbedded. The piece 
had been preceded by a letter which 
explained the seafaring history of the 
Greeks and Phoenicians, who guided 
their ships by the North Star three 
thousand years before the birth of 
Christ. These fobs were specially pre- 
pared for Oxford. Reproductions of 
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the coins were used since the cost of 
the real thing was prohibitively high. 

The fifth and final box contained 
Chinese fortune cookies. The Chinese 
believed that the North Star, sta- 
tionary while other stars revolved 
around it, must be the center of the 
Heavens, in the same way that the 
emperor's court was the center of the 
world below. “Therefore,” says the 
legend accompanying the cookies, 
“the North Star became the Emperor 
of Emperors.” According to legend, 
Shang Ti, the supreme ruler of heaven 
and earth, lives in the North Star. 
One of his assistants is the Spirit of 
the Great Bear. T’ai Shan, the higest 
mountain in Shantung, is a most holy 
shrine, worshipped since the first rec- 
ords of Chinese history. Pilgrims 
come from all parts of the country to 
climb the six thousand steps to the 
summit where stands a square altar 
dedicated to the stars of the northern 
sky. Thus in China... and in other 
ancient lands, the North Star has 
become the subject of worship and 
the symbol of good fortune.” The 
“fortunes” inside the cookies carried 
and advertising message for North 
Star papers. 


The Secondary Campaign 

The 12,000 paper buyers who re- 
ceived the non-personalized campaign 
were recipients of five handsome 
four-color process folders in which 
the ancient legends of the North Star 
were described and illustrated by 
original painting commissioned es- 
pecially for the program. All of the 
paintings are the work of Ture 
Bengtz, head of the Drawing and 
Graphic Arts Department of the 
Boston Museum of Fine Arts School. 
The cover art for each folder was 
originally executed by stone lithog- 
raphy, in which the artist works 
directly on lithographic stones. One 
by one, the colors and glazes were 
laid down with up to eighteen print- 
ings required on a hand press. 

The five paintings used in this 
series are the first of 56 such paint- 
ings to be used in Oxford’s direct 
mail program over the next five years. 
Eventually, the paintings will be 
shown in a touring exhibit of “Art 
in Advertising.” 


Building the Lists 


While Oxford has long maintained 
an up-to-date, well-classified mailing 
list for direct mail purposes, it was 
necessary to add a new clasification 
to those which already existed — be- 
tween 2,500 and 3,000 of the largest 
buyers of fine printing papers, re- 
gardless of other industry classifica- 
tions. 

Since no such list had ever been 
developed, it was necessary to start 
from scratch. The job was assigned 
to American Mail Advertising of 
Boston. 

American Mail first isolated those 
classifications which represent con- 
tinuing use of large quantities of 
coated printing papers. This included 
such groups as publishers and print- 
ers of large circulation magazines 
and house organs; major direct mail 
and mail order advertisers; advertis- 
ers with large catalog runs, etc. 

Many directories and other refer- 
ence sources were checked carefully. 
This information we supplemented 
with reports from Oxford’s sales de- 
partment, field sales force and paper 
merchants. A qualification card was 
prepared for each buyer. 

Once the basic list of companies 
had been prepared, an automatically 
typewritten letter was mailed to the 
office manager of each company ask- 
ing for the name of the individual or 
individuals who had primary respon- 
sibility for the specifying and buying 
of printing papers. A follow-up letter 
was mailed to all companies who 
didn’t respond to the first request. 
These two letters brought an 85% 
response, with specific names, titles 
and addresses. 

The names of the 15° who did 
not respond were turned over to 
Western Union along with a question- 
naire outlining the information de- 
sired. Western Union operators in 
towns and cities involved then called 
the companies and obtained the 
answers to the questionnaire. After 
this step, only 2“ of the companies 
on the original list had yet to be 
covered. Personal phone calls pro- 
duced the remaining names. 

Thus, Oxford was ready to begin 
its extensive campaign with a 100% 
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accurate mailing list containing the 
names of approximately 2,700 of the 
largest volume paper buyers in the 
US. 

In addition, the Oxford “Symbols 
of Guidance” campaign was sched- 
uled to reach 12,000 other buyers of 
fine printing papers, who did not 
qualify for the “large volume” cate- 
gory. Since these names were already 
on Oxford’s mailing lists, it was only 
necessary to make sure that these lists 
were as up-to-date as possible. 


Inquiry Handling 


Inquiries resulting from the busi- 
ness reply cards sent out with the 
automatically typed letters are being 
handled a little differently than in the 
past. 

After a prospect has requested a 
free sample portfolio of North Star 
papers, his name is sent to American 
Mail Advertising, where a personal 
letter is prepared for mailing with 
the portfolio. A carbon is sent to Bill 
Rich in New York, and another 
carbon is sent either to an Oxford 
salesman in the area of inquiry 
origin, or to one of Oxford’s distrib- 
utors. Hence, only one man will have 
the lead, and only one man will make 
the sales calls. 
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Advertising Manager 


The cover of each brochure was multi-colored, originally executed in stone lithography. 12,000 secondary buyers each received 
five brochures plus a covering letter. Illustrated here is the cover and letter for the second mailing. 


In the past, a prospect’s name has 
been given to all salesmen and dis- 
tributors in the area, so that a pros- 
pect was often beleagured by two 
or three calls in a row from sales- 
men all selling the same product. 

In some ways, the new system has 
been disappointing, however, and it 
may be that the old method will have 
to be reinstated if conversion doesn’t 
measure up. 


Results 


With one of the four reply cards 
still to be heard from, Oxford has 
received almost 400 requests for the 
free North Star portfolio from the 
list of 2,500 top prospects. From the 
12,000, they have received about 300 
inquiries. However, this figure stems 
primarily from the first reply card, 
since the second just went out and 
the third and fourth have yet to be 
mailed. The number of inquiries re- 
ceived will undoubtedly be much 
higher by the time you read this 
article. 

The budget for “Symbols of 
Guidance” was $90,000, which at 
first glance might appear to be ex- 
cessive. However, there are more fac- 
tors to be considered than straight 
cost per inquiry figures. 


The fight for the buyer's dollar 
in the paper industry is a spirited 
one, with promotional excellence 
being the norm rather than the ex- 
ception. Many of you who are on sev- 
eral lists for paper promotion will 
know what we are talking about. So 
it takes a very dramatic presentation 
to outshine the competition. Where 
all other things appear equal, it is 
often the advertising alone which is 
different. And in an industry where 
demonstrable differences are few, a 
showmanship campaign can make the 
difference between substantial suc- 
cess or routine attention. 


Five-Year Plan 


By 1965 Oxford will spend over a 
half million dollars to promote 
paper to buyers by direct mail ad- 
vertising. The North Star campaign 
with its attention getting subject mat- 
ter, the glamour of dimensional 
pieces, its high degree of personal- 
ization, the careful selection of the 
lists, and the great care to detail 
has gotten Oxford’s fiveyear plan off 
to a running start. This magazine, for 
one, will be looking forward to their 
next effort with a great deal of 
curiosity.e 
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Mau who sell by 
mail have many problems, but 
among them is one that can seriously 
handicap our medium! Physically 
separated from the rest of the adver- 
tising department, fighting tooth and 
nail for a share of the advertising 
budget, misunderstood and down- 
graded by our own advertising pro- 
fession as a whole, we tend to uphold 
our chosen medium as the single and 
best answer to all problems. Well, it 
ain't necessarily so! 

Why cripple your profits, why 
waste money and time and effort, by 
touting direct mail as a cure-all, be- 
all, and end-all? It just isn’t geared 
to give you the basic marketing 
information you need in an econom- 
ically feasible span of time. 


Don’t use Direct Mail to answer 
these questions: 

L. Will it sell? 

. At what Price? 
Which basic appeal? 

. Plus or minus a premium? 
Which premium? 

You can waste literally hundreds, 
even thousands of dollars, and 
months, even whole selling seasons — 
simply by asking Direct Mail to give 
you basic information that can be 
obtained far faster and far cheaper 
elsewhere. You should have these 
answers before you start your direct 
mail testing program on lists, for- 


mats, geographic areas, colors, num- 
bers of inserts, gimmicks, etc. 

It’s not only a question of wasting 
thousands of extra dollars and un- 
necessary months of time waiting for 
the go-ahead on any one campaign. 
You could actually wind up shooting 
holes in an entire year’s selling effort 
because you're not testing enough 
products or offers fast enough to let 
the law of averages work in your 
favor. We all know you can’t pos- 
sibly hit it every time — once out of 
5 or 6 tries would be a very respect- 
able average. That’s why it is so 
imperative to mass test ideas, prod- 
ucts, appeals, etc. in order to weed 
out the few that can really make 
money for you. 

Unless it is absolutely impossible 
to answer the 5 Basic Questions any 
other way, using direct mail to get 
this vital information is pure ex- 
travagance. To ignore these questions 
and plan a campaign without this 
knowledge, is childish gambling! But 
to get all 5 answers in 4 weeks, for 
less than one-half the cost is sound 
business arithmetic! 


Here Is the Arithmetic 


To answer the 5 Basic Questions, 
you will need a minimum of four 
separate split tests: One piece of copy 
with two prices for the price test; 
two pieces of copy for the appeal 
test: the already tested appeal and 


price winners should now be tested 
against the addition of a premium 
for the third test; and, if the premium 
outpulls the straight copy (as it 
usually does) then the fourth test 
will consist of the first premium 
against a second. The results of these 
tests will automatically give you the 
answer to the first question “Will it 
sell?” 

In other words, if you were trying 
to find out whether you had a good, 
profitable “widget” to sell, your tests 
would set up something like this: 

Test #1 (Price) Widget at $4.98 
versus Widget at $5.98. Let us assume 
$4.98 wins. 

Test +2 (Appeal) Emotional 
Widget copy versus Technical Widget 
copy. Let us assume the Technical 
copy wins. 

Test +3 (Premium) Technical 
Widget copy, $4.98 price versus 
Technical Widget, $4.98 PLUS a Free 
Widget Winder. 

Test +4 (Which Premium) Widget 
Winder Premium versus a Widget 
Gidget. 

The direct mail format is the tra- 
ditional one — a one page, two-sided 
letter printed in two colors, plus a 
four page brochure in two colors, 
plus an order coupon, a business reply 
envelope and a #10 envelope, no teas- 
er. These are your approximate costs 
for the four tests, each test being split 
on five lists. 
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Type Setting $350. 
Art (photos, etc.) 270. 
Layout 140. 
Mechanicals 150. 


Total preparation cost $910. 


Printing (80M, 2M each on 40 keys 

— 10 per each 5 list split tests) $25.00/M 
BRE 2.10/M 
=10 Envelope 4.05/M 
Lists 15.00/M 
Insert, label & Mail 7.25/M 
Postage 25.00/M 


Cost per thousand $78.40 
x 80,000 $6272. 
Plus preparation cost 910. 


TOTAL DIRECT MAIL TEST COST $7182. 

With four tests, a most efficient 
organization would take 25 to 28 
weeks answering the 5 Basic Ques- 
tions before you could even 
start your program of testing the 
elements peculiar to direct mail 
alone, such as lists, colors, number of 
inserts, geographic areas, gimmicks, 
etc. 

The direct mail time 
broken down as follows: 


table is 


TEST ONE 

A. Contacting list broker to get 
clearance from list owners on list 
selected for tests: substituting new 
list for turndowns; writing copy, get- 
ting layouts made and approved: 
ordering #10 envelopes and BRE’s 
...2 weeks 

B. Getting Order Forms printed 


@ Mail Order Strategy 
@ Testing 


and shipped for addressing (or en- 
velopes); turning finished copy and 
layouts into mechanicals and getting 
bids from printers and inserting and 
mailing houses... 1 week 

C. Printing. Trimming and Folding 
on inserts completed, sent to insert- 
ing and mailing house by code no.: 
envelopes completed and delivered: 
inserting on keys as addressed ma- 
terial comes back: sorting, tying and 
mailing ...2 weeks 

D. Waiting for Double day (6th 
day of pull, on an average) on returns 
after mailing... 2-3 weeks 


TEST TWO 

A. Duplication of phase in test 
one, except that list clearance, en- 
velope and insert printing and mail- 
ing processes are all cut slightly 
...4 weeks 

B. Waiting for double day .. .2-3 
weeks 


TEST THREE AND TEST FOUR 
Duplication, time wise of test two 
... 12-14 weeks 
TOTAL TIME... 25-28 weeks 


Now, if you run the same test, in 
perfect-split newspapers, using a 3 


Andi Emerson, the prettier half of 
Emerson-Weeks Inc., marketing consultants 

is one of the few people in advertising 

who can boast she was born on Madison Avenue 
A mother of four, Andi was married while 
majoring in chemistry at Barnard College. 

Since then she has run the gamut in direct mail 
from straight mail order to copywriting 

for industrial ad accounts. She is a past treasurer 
of New York's Hundred Million Club and has chaired 
several mail order seminars at DMAA conventions. 


By Andi Emerson 
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ION ON THESE TOPICS 


@ Interpreting Results 
@ Mail Order Pricing 


column full ad, 100 lines per colum, 
at 75¢ per average line, your com- 
parative costs would stack up ap- 
proximately as follows: 

Four split test ads, 300 

lines @ 75¢/line 

Split run charge 

$50/split 200 
Art (photos, etc.) 270 
TOTAL NEWSPAPER 

TEST COST $1510 

If you run your ads on Sundays 
(which is advisable in almost all 
cases), you can double the 3rd day 
results for local papers, the 4th day 
results for out-of-town papers. Con- 
sequently, a tight organization could 
run all four tests on four consecutive 
Sundays and your total turn-around 
time would be six weeks, compared 
to the comparable Direct Mail test 
time of 25 to 28 weeks. 

Use direct mail correctly and it 
should be one of your most profitable 
sales efforts —- in many cases, even 
the sole sales agent for an entire line 
of products or services. But do not 
misuse it — do not ask it to perform 
a job for which it isn’t suited — or 
you may wind up behind the eight 
ball wondering where all your busi- 
ness went. @ 
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Dear Jim: 


Do it the “BUSINESS-LIKE” way 
with @ ««- 


GOES HOLIDAY LETTERHEAD. 


Every year ... for many years 
our company has used 

GOES HOLIDAY 

at the end-of-the-year for ..- 
four reasons. 


1... A letter «-- ona 
GOES HOLIDAY LETTERHEAD 

is the FRIENDLIEST way we know 
to wish all our friends the 


very best. 


2... A letter ..-. on a 
GOES HOLIDAY 

is just about the LEAST 
EXPENSIVE ... yet MOST EFFECTIVE 
way we've found to do this im- 
portant goodwill building job. 


3... A letter ... ona 
GOES HOLIDAY 

is truly a thing of BEAUTY. 

4 or 5 colors. Usually 

with the added eye-appeal of 
gold. We always get harmonizing 
envelopes to go with our 
selection made from 


$8 DELIGHTFUL HOLIDAY DESIGNS. 


4... Our printer ... and, I am 
sure, your printer has samples 


of the new 


1961 GOES HOLIDAY LETTERHEAD LINE. 


He will be glad to show them 
to you. 


Call him today. 
Cordially, 


P.S. Attention Printer: 

Use this coupon TODAY ... if you 
have not already received your 
1961 GOES HOLIDAY 

samples. They're FREE. Attach 
coupon to your letterhead. 


LITHOGRAPHING CO. 
42 W. élst STREET, CHICAGO 21 
YES: We want to show the GOES 1961 


HOLIDAY LETTERHEADS. Please send a 
FREE sample kit to: 


! 
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SELLING WITH 
ANECDOTES 


If Paul Bringe had criticized a re- 
cent letter from Onox, Inc., 121 Second 
Street, San Francisco 5, California. 
he might point out that almost any 
product could be substituted in place 
of the product being sold and the 
letter would still be appropriate. But 
“Hawk Talks” has been using the 
story-copy or anecdotal approach for 
years, apparently with great success. 
Originated by H. A. Jensen, the let- 
ters are written by Onox vice presi- 
dent Robert de Fremery. cod means 
have been published in this ma, azine 

This most recent oHort « 
recently, an “disregarding the 
pr oduc'- 
cut of it. 
of 


eye 
fact that it is mot sp 
oriented, we still gota 
What do you think of tin. 
copy approach? 


Men tt 


Things that look alike are often quite 
different. 

Once the great German statesman, Prince 
Otto von Bismarck, became so angry with 
a professor that he challenged him to a 
duel. 

Bismarck, famous as a swordsman and 
a duelist, had to allow the professor to 
choose weapons. 

The professor did so. He offered Bis- 
marck’s seconds a pair of sausages. 

“Tell his Highness,” he said, “that these 
sausages look alike. But one has a deadly 
amount of trichinae in it. If Herr von 
Bismarck will eat one sausage, I will eat 
the other. One of us will die.” 

The answer came back quickly: 

“His Highness has destroyed the sausages 
and asks that you be his guest at dinner 
this evening. After due consideration he 
feels he may have been slightly in error. 
He believes an agreement can be reached.” 

Bismarck was smart. The wrong choice 
would have been fatal. 

The wrong choice of an athlete's foot 
preventive although not fatal — can 


RECONDITIONED 
INSERTING 
MACHINES 

AVAILABLE AT 

SUBSTANTIAL 
SAVINGS 


Only a few of these 
“Phillipsburg’s” available. 
Write, wire, or telephone 
us collect at WAlker 5-9813 


2444544544 


APPROVED BUSINESS MACHINES 
CO., INC. 
19 Hudson St., New York 13, N. Y. 


YOU'LL FEEL LIKE A 


KING wire vour 
“BENNY!” 


cause a lot of misery. So why not make 


the right choice — the choice made by 
over 70% of the largest companies for the 
past fifteen years. 

Yours for healthier feet, 

Robert de Fremery, Vice-President. 


And While We're 
On the Subject of Feet. . . 


He (in a crowd at the curb, watching a 
parade): “Madam! Will you please get off 
my foot?” 

She: “Why don’t you put your foot where 
it belongs!” 

He: “Don't tempt me, madam!” 


Reminds us of the story sometimes told 
by well-known speaker Kenneth MeFar- 
land: “An automobile driver reported he 
had experienced a bad time in a certain 
Northern town because at a crowded inter- 
section he ran over the foot of a fellow 
from Miami. ‘But how did you know the 
man was from Miami?’ he was asked. The 
reason “Well he must have been from 
around there as he was yelling about the 
sun and the beaches’.” Incidentally, one 
of Kenneth’s famous speeches “The Lamp 
Lighters” is now available on L.P. Hi-Fi 
records, @ 


Your advertising may win a 
“Benny”—the “Oscar” of the Print- 
ing Industry. Nine “Bennies” and 
three $1000 cash awards will go to 
winners in the P.I.A. Self-Advertis- 
ing Competition. Contest closes 
September 15, 196] 
Write for rules and entry blanks! 
PRINTING INDUSTRY OF AMERICA, INC. 


5728 Connecticut Ave., N. W. 


Washington 15, D. C. 
THE REPORTER OF DIRECT MAIL ADVERTISING 
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Big 


mailing 


list 
got you 


Without capital investment, RCA Electronic Data 
Processing will get you out from under the load! 


What’s the catch? There isn’t any. You can use the 
world’s most advanced, high-capacity electronic data 
processing equipment and KNOW-HOW to main- 
tain your lists and handle your addressing . . . with- 
out tying up a cent of your capital! All you do is 
arrange with your nearest RCA Electronic Data 
Processing Center for the work you want done. . . on 
a time or contract basis. 


A complete EDP service for 
large mailing operations 


1 We'll take over the complete maintenance of your 
list and produce labels for use by most labeling 
machines. . . or we can print on continuous form 
media. 

Your lists can be converted for electronic data 
processing from any present addressing system, 
including punched cards and plates. 


The Most Trusted Name in Electronics 


® RADIO CORPORATION OF AMERICA 


3 Mailings can be as selective as you want them to 
be . . . by geographical areas, expiration dates, 
age, occupations, etc. 


Foreign lists in a common European language 
can be handled with equal facility. 


These services are available to any company in the 
U.S., regardless of geographical location. For your 
convenience RCA Electronic Data Processing Centers 
are strategically located from coast-to-coast. Demon- 
strations may be seen at any Domestic Service Center, 
as well as at RCA’s Data Processing Center, 
Stockholm, Sweden. For information write: RCA 
EDP Service, Building 206-1, Cherry Hill, 
Camden, N. J., or phone WOodlawn 3-8000, 
Extension PY-5041. 


STRICTLY CONFIDENTIAL Al! information 
handled through RCA Electronic Data Process- 
ing Centers is treated in absolute privacy. You 
can rely on RCA... The Most Trusted Name 
in Electronics. 
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ACT SC. 


R. L. Polk & Co. puts largest selective circulation list on computers 


R. L. Polk & Co. announces the opening of its 
new Electronic Circulation Center, where high- 
capacity computers of the latest design now process 
the World’s Largest Selective Circulation List for 
the Direct Mail Advertising Division. The Polk 
Company also announces the expansion of equip- 
ment in its Electronic Statistical Center to include 
the newest and most advanced computers in com- 
mercial use. 

In the Electronic Circulation Center, readily avail- 
able to advertisers for personal, persuasive direct 
mail advertising, are the names of millions of selected 
consumers—enough to populate 30 cities the size of 
Detroit. 

Each of the millions of U. S. consumers not only 
is identified by name and address—but also by a 
record of what he has bought and what he is most 
likely to buy. 

The computers can select prospects individually 
... from a single prospect up to millions—can select 


them geographically . .. by state, county, city, neigh- 
borhood, postal zone, census tract. It can select 
prospects by make and year model of car owned— 
can select them in small groups for their nearness to 
specific retail outlets, or by the economic character 
of their neighborhoods. 

As new information becomes available on each 
consumer, the computers prepare a new individual 
profile. Thus, the advertiser using Polk circulation 
for his direct mail advertising is assured of the most 
accurate, up-to-date information on his prospects. 

The Electronic Circulation Center is fully inte- 
grated with Polk’s Electronic Statistical Center, 
which produces and interprets automotive market 
data by computer. 

The combined computer operation places a wealth 
of statistical, advertising and marketing information 
in the hands of Polk clients today . . . assures even 
more for the future. A Polk man will be glad to dis- 
cuss its application to your business. 


publishers 
431 HOWARD STREET * DETROIT 31, MICHIGAN 
CITY DIRECTORY DIVISION * DIRECT MAIL DIVISION « BANK DIRECTORY DIVISION 


MOTOR STATISTICAL DIVISION * MOTOR LIST DIVISION * BANK BUSINESS DEVELOPMENT DIVISION 
Offices in principal cities of U. S. and Canada 
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T’S BEEN SAID many times that 

if you want to use a gimmick or 
attention getter in a letter, make sure 
you relate it closely to your offer. If 
you use a gimmick purely to get at- 
tention your reader will feel he has 
; been tricked into reading. Sure, it’s 
fine to get readership, but if you get 
it at the expense of reader confidence 
you have sold yourself and your 
product short. 

The artificial fly used in The Flx- 
ible letter is a good gimmick. It’s been 
used many times. It is a useful and 
interesting item and lends itself to 
many different letter approaches. 

The Flxible letter throws it in and 
then apologizes for using it. The 
writer talks about the “idea for this 
letter” but there is no idea. There is 
no attempt to relate the fly to the 
service being offered. If it does any- 
thing it serves to distract the reader 
from the message. He is likely to 
examine the fly closely, especially if 


4 


he is a fisherman, and forget what 
the writer is asking him to do. 

What is there about a fishing fly 
that might be used as a tie-in? Well, 
it’s made of steel, pretty strong steel, 
which might give the opportunity to 
talk about steel fabrication. The hair 
used is very finely patterned, which 
might lead to a discussion of preci- 
sion workmanship. The business of 
making a fishing fly requires consid- 
erable dexterity, which might permit 
the writer to talk about his skilled 
help. 

Then there is the whole area of the 
fisherman who buys flies, why he buys 
them and what he is buying. And I 
suppose if we looked into the color, 
shape of the hook, thread used, and 
the number of flies sold compared 
with the number of fish caught, we 
would find no end of “angles” that 
might be used. 

The rewrite does not point to the 
fly directly since it is obvious. It at- 


by Paul Bringe 


tempts to use the fly to suggest that 
The Fixible Company appreciates the 
importance of not only doing a good 
manufacturing job but also the im- 
portance of building sales appeal into 
a product. 

Since this letter is probably di- 
rected to top executive officers of 
manufacturing firms, it is not neces- 
sary or desirable to be too literal in 
making a point. The more intelligent 
the reader the more he will appreci- 
ate a writer's recognition of his in- 
telligence. You do this by making 
statements that assume reader under- 
standing. There is no higher compli- 
ment you can offer a reader. 

The offer is the P. S. is added pure- 
ly to increase response. It provides 
an extra opportunity to write, and 
perhaps make a friend. And any in- 
surance man will tell you it’s easier 
to sell a friend than a stranger. 

One more point to illustrate what 
can be done with that wonderful lan- 
guage called English. The headline 
uses the natural rhythm of the lan- 
guage, alternating between accented 
and non-accented syllables. With 
dashes representing non-accent and 
diagonals the accent, it looks like 
this. -/ -/ -/ /, -/ -/ -/ -/. It’s tricks 
like this that make reading a pleasure. 
For more illustrations consult Shakes- 
peare. @ 


B: It Takes a Lot of "Know How" 


4 BEFORE 
= 
THE oo. 
LOUDONVILLE, OHIO - U.S. A. =| 
June, 1961 
AFTER 
v 
The idea for this letter came from a friend of ours, = 
George Smith. His company, Pflueger, makes artifi- ?= 


Our story is simple. We are a relatively large manu- 


¢ cial flies (and other kinds of fishing equipment too). = 


1 But other than the hook in the fly and that we “hooked” 
3 George's idea, there's no other hook in this letter. 


together. 


to Make an Artificial Fly 


You must be accomplished in three areas. 
know where to get the materials and how to put them 
You must interest the fish. And, perhaps 
most important, you must interest the fisherman, 


You mst 


clothing and package lockers. To manufacture these 
products Flxible has e very wide variety of shop 
equipment, skilled personnel and know-how. 


These facilities are also used to do special contract 
manufacturing in sheet metal, plastics, wood and 
fabric for over two hundred manufacturers and govern- 
ment agencies. 


May we have fifteen minutes to tell and show you 
more of our story? 


Sincerely yours, 


THE FPLXIBLE COMPANY 


Vice President 
Industrial & Aircraft-Sales 


OBTuggle:lg 
Enc. 


P.S.-The return of the attached card will bring you 
a brochure and facilities folder. 


Aircraft Industrial Prodacts Re-inforced Plastice Motor Coaches * Custom Cars Coin Operated Lockers 


facturer of motor buses, ambulances and coin-operated = 


We don't make artificial flies. We do make motor 
busses, ambulances and coin operated clothing and 
package lockers. You may not be interested in any of 
these products but you are interested in how you can 
produce your products at lower cost and higher quality. 


Over 200 manufacturers and government agencies use 
our wide variety of equipment and skilled workers for 
contract manufacturing in sheet metal, plastics, wood 
and fabric. We've learned, from all this diversified 
experience, how to put the right material together in 
the right way at the lowest possible cost. 


And we've learned, too, how to add that extra interest 
for the fisherman. 


May we send you complete information about our equip- 
ment, talents and capacity? The enclosed card will 
bring it, along with answers to any special questions 
you may have, 


Sincerely, 


P.S. Try the fly and if it interests the fish I'll be 
happy to send you more. 
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get BEST RESULTS’ 


from your 


DIRECT MAIL PROMOTION 


Now! The fast, effective 


way to contact customers and 


prospects—on a mass scale—with individually typed letters! 


Advertisers have learned, thru experience, that conven- 
tional “printed” direct mail is not as effective as the inti- 
mate, personal touch of an individually typed letter. 
(Surveys have shown replies increased as much as 3 to 
1 when typewritten letters were sent. ) 

The introduction of Auto-typist, the automatic electric 
typewriter, has now made it possible for direct mail users 
to utilize this potent selling technique—at low cost! Auto- 
typist, automatically and speedily produces typewritten 
letters in volume—for just pennies per copy. Simply by 
touching buttons, you select the letter or paragraphs de- 
sired— Auto-typist does the rest. Each letter is perfectly 
typed, error and erasure free! Auto-typist stops automati- 
cally for manual insertion of figures, dates and other in- 
formation giving letters an added personalized flavor. 


American Automatic Typewriter Co. 
2326 No. Pulaski Road 
Chicago 23, Illinois 


Auto-typist has other applications too! It handles daily, 
routine or repetitive correspondence on credits, collections, 
product information, delivery and complaints. It is ideal 
for contacting distributors, salesmen and suppliers. 

Get the full story of Auto-typist, see how easily it pays 
for itself in just months—on as few as 10 letters per day. 


Seud for this FREE BOOKLET 


A copy of “Auto-typist hits letter 
typing right on the button" is yours 
for the asking. Explains in detail 
how you can put the Auto-typist 

to work for you—and save time and 
money, too! 


American Automatic Typewriter Co. 

2326 No. Pulaski Road, Chicago 23, Illinois 

Gentlemen: Please rush me your FREE brochure “Auto- 
typist Hits Letter Typing Right on the Button.” 

NAME 


COMPANY 


ADORESS 


See the Auio-typist in action at the D. M. A. A, —M. A. 8S. A. Show — October 6-13 — Booth 76 
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rr THE FINAL analysis, the worth 
of a publication depends on how 
well it accomplishes what it sets out 
to do. Judged in these terms, Murray 
M. Lewis is a great editor. And his 
Boot Strap, one of the best publica- 
tions to cross this desk. Furthermore, 
Murray and Boot Strap certainly are 
the most unusual publication com- 
bination we've run across. 

Murray Lewis is thirty seven years 
old. He has had considerable sales 
and sales management experience and 
has dabbled to some extent in adver- 
tising, public relations and promo- 
tion. He also had another experience. 
Speaking of this, he says: “I made 
a serious mistake, paid for it, do not 
intend to repeat it.” It was this 
“serious mistake” that landed Mur- 
ray Lewis in the State Prison of 
Southern Michigan. But the story 
of Murray Lewis didn’t end there. 
It began there. 

| have never visited the State 
Prison of Southern Michigan. How- 
ever, during World War II, I met 
the famous Warden Clinton Duffy 
of San Quentin Prison in California 
and, on at least five occasions, spent 
time with him at his home and in 
the prison. Warden Duffy was a 
prison reformer. I witnessed what he 
had accomplished at San Quentin. 
Apparently the State Prison of South- 
ern Michigan is of the same mold. 
which means it concentrates on re- 
habilitation rather than merely in- 
carceration. 


A Problem of Communication 


For example, it conducts two 
schools: The Academic School and 
the Vocational School. The Academic 
School students attend 20.356 class 
hours each month, and the Vocational 
students attend 17,500 student hours 
each month. Even this slight amount 
of information about the schools in- 
dicate that they are mighty vigorous 
institutions. But they do have prob- 
lems. 

The first of these is a standard 
prison problem: the need for con- 
victs to communicate with those on 
the outside. Let me explain this in 
terms of my personal experience at 
San Quentin. While it seems silly 
now, my first walk with Clinton 
Duffy through the prison yard teem- 
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a column on house publications 


by James McAdam 


ing with thousands of prisoners was 
a nightmare. I was frightened, my 
reaction springing from the fact that 
the only knowledge I had of pris- 
oners came from Hollywood “B” 
movies. In these, convicts are sub- 
human. Don’t smile at this. It’s the 
prevailing view of those who have 
not come in direct contact with pris- 
oners or prison life. Your first reac- 
tion to a walk through a prison yard 
would be the same. I'm ashamed to 
admit it, but through my rehearsing 
of the San Quentin Prison dance 
band and other contacts, | was sur- 
prised to discover that these men 
were “human.” My personal reaction 
illustrates the problem of communi- 
cation between convict and those on 
the outside. And it is important to 
solve this problem. For if the re- 
habilitated prisoner is to have any 
chance of acceptance after he has 
paid his debt, those on the outside 
must be conditioned to accept him. 
And by “conditioned” I mean noth- 
ing more than being appraised of the 
true facts. Don’t get me wrong. There 
are some men in prison who should 
stay there. But there are also many 
others deserving of a second chance 
on the outside. 

On this subject of communication, 
I could have confined myself to sim- 
ply quoting John E. Hoffman, As- 
sistant Supervisor of the Academic 
School at the State Prison of South- 
ern Michigan. He said: “Most of all 
we are interested in attracting people 
who can see for themselves that the 
men here are human beings. Even- 
tually, most of them will be returned 
to society. What kind of citizens they 
make depends a great deal upon what 
happens to them in prison and when 
they are newly released.” To some, 
Mr. Hoffman, however, may appear 
to have an ax to grind. I certainly 
don't. That’s why Ive interjected 
my personal experience on the 
subject. 

But a prison just can’t invite the 
public at large to come and “see 
for themselves.”” Murray Lewis, how- 
ever, realized the public could be 
reached through publicity. 

The second problem of the schools 
was of a more practical nature. 
Equipment was needed for the classes. 
Text materials were in short supply. 


And while some of the teaching was 
done by well-trained inmates, other 
teaching posts would have to be 
filled by outside volunteers. Murray 
Lewis knew this second problem 
could be solved by publicity, too. 
So he went to work. 


The Marketing Plan 


A slogan, “Rehabilitation Through 
Education,” was adopted “to per- 
sonify,” as Murray states, “what we 
were trying to do.” A monthly news- 
letter, Boot Strap, was established as 
the communication medium. Further- 
more, a “Citizen Cum Laude” certi- 
ficate and an “Honorary Lifetime 
Membership Card” were created as 
means of expressing appreciation to 
those who responded with help for 
the program. 

Salesmanager Lewis sighted in on 
his market carefully: “The first step 
in the program was obtaining pur- 
chasing directories, trade publications 
and advertising agency data books. 
This gave us sources of supply, and, 
in many cases, names of the top ex- 
ecutives in the companies. We con- 
centrated on Public Relations Direc- 
tors and Company Presidents.” 

And to develop more interest, Mur- 
ray turned writer. His articles on the 
program soon began to appear in 
Popular Gardening, Horticulture, 
Flower Grower, Office Appliances, 
Davey Bulletin and numerous house 
publications, newspapers, trade and 
consumer publications. He left no 
stone unturned, 

Boot Strap, of course, was the 
big gun in the publicity barrage and 
deserves close inspection. How did 
this publication set about establish- 
ing communication between inmates 
and those on the outside? You can 
forget its appearance. It’s adequate, 
but certainly not compelling. But the 
copy. that’s another story. 


A Tough Copy Problem 


As I analyse the issues of Boot 
Strap, two devices are used. The 
first is simply an exchange of thought 
between the inmates and readers out- 
side by means of editorials. The sec- 
ond is description of what is going 
on within the walls of the prison as 
it pertains to the BOOTSTRAP pro- 


gram. It would appear that neither 
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fill-ins to match our multigraph or 
offset letter copy is a low-cost CA 
specialty. For a perfect fill-in match 
of pica, elite or executive body 
type, as well as economical envel- 
ope addressing, write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


CUT YOUR 
MAILING 


COosTs! 


WITH THE 
MODEL 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 


All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 
ture. 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


of these is difficult to implement 
if conditions are normal. But condi- 
tions are not normal in this case. 
The convict editors of this piece have 
no “status” in the eyes of possible 
readers. To many, in fact, they are 
ostracized men whom “good citizens” 
just don’t consort with in person 
or in print. This is a tremendous 
gulf to bridge with communication. 
If Boot Strap was to reach those on 
the outside, the tone of the copy 
must be just right. There was no 
room for error. And in my opinion, 
the editors have struck just the right 
note with their copy. Note this edi- 
torial, for example: 

“Despite the adverse conditions 
and bitter frustrations of prison life, 
it still has its compensations. It pro- 
vides one with the precious time to 
painfully review mistakes, and soberly 
evaluate shortcomings. But more im- 
portant than this, it gives one the 
time and opportunity to correct these 
failings by delving as deeply as is 
desired into the vast wealth of un- 
derstanding and knowledge contained 
in the dusty tomes of learning. In 
this way, and this way only, lies 
salvation. For knowledge and ability, 
regardless of how or where they may 
have been acquired, are still the most 
valuable commodities to be found on 
life’s great open market. The instant 
and unselfish support given to the 
BOOTSTRAP program by so many or- 
ganizations, people in industry and 
universities has made it doubly hard 
for the average inmate to deny so- 
ciety’s solicitude and keen interest 
in his welfare. It is benevolent acts 
of this nature that lends incentive 
and new courage to the fallen man, 
and gives him the added determina- 
tion to better himself so that he may 
someday resume his rightful place in 
society.” 

I think you'll agree that this edi- 
torial could have easily come off 
smelling of self-righteous convict 
breast beating that would have been 
given the back-of-the-hand by self- 
righteous readers outside the prison. 
Here’s another editorial: 

“Several days ago Boot Strap re- 
ceived a letter from a businessman 
who had heard of our Rehabilitation 
Through Education program. He 
stated: “We would be more than 
anxious to help any boys who have 
some knowledge of garden materials 
and plant handling, and who live in 
our area, by providing employment.” 

“It would be difficult for most 
people to comprehend just how im- 
portant this letter is to our students. 
Most of them have suffered because 
of their lack of education and spe- 
cialized training. They bear the addi- 
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tional stigma of being convicts. Yet, 
they refuse to be counted out. Most 
of them realize that crime is a losing 
game, and they are working diligently 
to improve their future. They do not 
expect miracles, they also do not 
expect the world to immediately ree- 
ognize that they are now ready to 
start anew. They do not EXPECT 
anything: they only Hope for an 
opportunity to prove themselves. 
Nothing could do more to improve 
their morale than the knowledge that 
the outside world is at least ready 
to meet them halfway. The gentlemen 
who offered employment to Boort- 
STRAP participants, in reality of- 
fered much more, he offered a chance 
for a new way of life.” 

Other editorials are equally well 
done. I repeat: In view of the vast 
gulf of misunderstanding between the 
writers and potential readers, these 
editorials easily could have done 
more harm than good. That they did 
so much good is a credit to the con- 
vict editors. 

Since we're running out of space, 
well have to continue this story in 
our next column. Before we close, 
however, let me make this point: If 
you are already interested in the 
BOOTSTRAP program and wish to 
help, either through donating equip- 
ment or your own talent, you might 
write to John F. Hoffman, Assistant 
Supervisor of the Academic School, 
State Prison of Southern Michigan, 
1000 Cooper Street, Jackson, Mich- 
igan. Even before this column was 
written, good friend Orville “Bus” 
Reed had heard the story, and as 
I understand, accepted an invitation 
to visit the prison and help in the 
preparation of copy for a brochure 
which is being prepared.e 


In today’s world an executive knows 
something about everything, a technician 
knows everything about something—and 
the switchboard operator knows everything. 

From: In Transit, monthly house maga- 
zine of Atlanta Envelope Co., Atlanta, Ga. 


“By George, it’s almost human, isn’t it?” 
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YOU THINK YOU 
HAVE PROBLEMS 


It’s said that whenever the United 
States comes up with a new product 
or process, the Russians take the 
credit for it, and the Japanese make 
all the money on it. While many 
domestic manufacturers being under- 
cut by low priced Japanese goods 
may fail to see the humor in that 
observation, they can at least take 
heart that the Japanese are having 
their difficulties with direct mail 
advertising. 

Fumio Uekuri, general manager of 
The Reader's Digest Association, 
Tokyo, described these problems in 
a recent article in the Japan Trade 
Vonthly. Some of their problems are 
similar to ours, other different. 

Among the similar problems are 
high postage rates, (they're worse 
off since there is no bulk rate) and 
stiff opposition from merchants to 
mail order enterprises. They have 
their share of deadbeats too, but 
Japanese law prohibits collection 
agencies so every creditor must do 
his own collecting. 

Problems which are dissimilar: the 
fact that mail order is “suspect” in 
many quarters since it has no tradi- 
tion comparable to our own Sears 
and Montgomery Ward operations: 
lack of specialized directories: lack 
of enough direct mail specialists: and 
the absence of a Japanese DMAA or 
MASA. 

Finally, a problem common to both 
our economies is duplication of names 
on mailing lists, but here, the Jap- 
anese have a special problem which 
we don’t have to contend with. We'll 
quote Mr. Uekuri: 

“Names and addresses written in 
Chinese characters are a_ problem. 
They cannot be arranged alphabe- 
tically. The same character can be 
and is read in varied ways. Cutting 
them in stencils is not as simple as 
in the case of typewritten words. 
Metal stencils of Chinese characters. 
while not impossible, are rather ex- 
pensive. 

Romanization of characters or writ- 
ing in “kana” may solve the problem 
to some extent. In fact, insurance 
underwriters or firms in some other 
lines of business frequently use 
“kana” for names and addresses. 
Direct mail addresses, however, do 
not like their names written” in 
“kana.” They cannot very well be 
blamed. since they have been led by 
force of habit to consider names in 
Chinese characters as something real 
or worthwhile and “kana” letters to 
be not in the right form, and there- 
fore. not courteous.” 
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0. S. TYSON ANNOUNCES 
GUARANTEED AD PLAN 


A plan thai would guarantee in- 
dustrial advertising results was an- 
nounced here today by O. S. Tyson 
and Company, Ine., 230 Park Av- 
enue. The agency has specialized for 
38 years in promotion to business 
and industry. 

Under the new plan, the agency 
will return all fees and commissions 
to a client if a proposed campaign 
fails within a specified period to pro- 
duce a 10 increase in measurable 
results over the advertising previously 
running. If, on the other hand, re- 
sults are 10 better, the agency 
will take an additional 5©7 over its 
normal commission; if 2007 better, 
an additional 1067, and so on. The 
guarantee can apply to either in- 
creased or reduced budgets since it 
is based on results per dollar’ in- 
vested. 

“Actually we do not expect to be 
able to work this way with more 
than a few highly sophisticated ad- 
vertisers,” said Irwin W. Tyson, 
president of the agency, “In the first 
place, the plan can apply only to 
those advertisers who have clear-cut 
advertising objectives that can be 
measured by techniques acceptable 
to both client and agency. Secondly, 
the client will have to give us an 
unusually free hand in campaigning 
techniques. We have no_ hesitation 
in guaranteeing our own skills, but 
we certainly cannot guarantee con- 
flicting judgments. Finally, we must 
of course confine ourselves to prod- 
ucts and services that do not com- 
pete with those of our present 
clients.” 

Tyson further pointed out that the 
agency does not regard the need for 
quantitative measurement of results 
as an obstacle. Even with purely 
institutional advertising, for example, 
the agency believes that modern 
opinion research techniques can pro- 
vide satisfactory quantitative evalu- 
ation of the level of awareness of 
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“Well, would it make a good 
premium, or wouldn't it?” 


favorable acceptance in the minds of 
an audience. 

“This mental attitude is the true 
objective of much industrial adver- 
tising.” he said. “Once a group of 
readers has been taught the things 
you want them to learn, once they 
have come to believe the things you 
want ivem to believe, advertising has 
done its job on these particular in- 
dividuals. Whether they then buy the 
product or service advertised depends 
on several factors market condi- 
tions, sales procedures, price con- 
cessions and many other variables 
that advertising cannot control. 
Where such variables are present to 
a marked degree. we cannot guar- 
antee sales any more than we can 
guarantee profits. 

“But we certainly can guarantee 
to produce a favorable state of mind 
in the audience to whom the adver- 
tising is directed. In some cases, we 
will be able to guarantee much more 
than this, including such things as 
volume of inquiries, inquiry conver- 
sion rate, or reduction in average 
number of calls per sale. However, 
each advertiser's situation will re- 
quire thorough investigation in order 
to determne what can and cannot be 
guaranteed.” e 


HOW “ISELL-0-VUE 


packs 


PICTURE 
POWER 


into your sales message 


Sell-O-Vue consists of a dramatic 
full-color filmstrip, a unique fold- 
ing precision viewer, and a 
printed brochure - envelope that 
tells your story in full. 
Words plus color film give you 
double impact at no extra cost — 
a power-packed self-mailer that 
is priced less than the ordinary 
color brochure alone. And it mails 
for a 4-cent stamp. 
Call or write for free 
sample. No obligation. 

dept. d9 
the taylor-merchant corporation 
48 w. 48th st., n. y. 36, n. y. Plaza 7-7700 
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M"™ Leonarp Bacu, man with 
5000 promotion problems a 
year. What kind of problems? All 
kinds, from simple postcards to elab- 
orate 100°) page market research 
studies. But somehow in the course 
of a year, Leonard manages to do 
them, and do them well, and when 
last seen, was happily piling into an- 
other project to help raise the circu- 
lation and increase the advertising of 
The Philadelphia Inquirer. 

Leonard is promotion manager for 
this large eastern paper, with over 
600,000 daily circulation and over 
1,000,000 on Sunday. Unlike maga- 
zines which divide circulation and 
advertising promotion into two sepa- 
rate areas of responsibility, Leonard 
is charged with the task of increasing 
the number of readers with his left 
hand, beefing up ad lineage with his 
right hand, overseeing an active re- 
search department with his feet, and 
balancing an active ad merchandising 
program on his head. Despite this 
juggling act, he manages to read the 
paper he works for, eat lunch (occa- 
sionally) and keep a happy frame of 
mind. Of course, it isn’t a one-man 
operation. The department is broken 


MAN 
WITH 
5000 
PROBLEMS 


down into five divisions. Advertising 
promotion is headed by Assistant 
Promotion Manager, William White. 
Circulation promotion comes under 
the supervision of Assistant Promo- 
tion Manager, Harry Wenger. Harry 
Hannum is Research Director. Art 
and production comes under Art 
Director, Don Donovan. Special 
Events is headed by Ruth Martin. 

In 1960 The Inquirer's advertising 
volume totaled 39,515,990 lines, over 
half of it from local retailers, 22% 
from national advertisers and 26‘: 
from classified advertising. While it’s 
true that many pieces can be mailed 
to all three ad prospect areas, there 
are still a great many pieces which 
can only be mailed to one specific 
prospect group. With a total list that 
exceeds 20,000 names, that spells a 
lot of promotion and a lot of mailing. 
The promotion department’s substan- 
tial six figure annual budget confirms 
this. 

Advertising Promotion 

What kind of advertising promo- 
tion does The Inquirer create? Basic- 
ally, it’s pretty factual and statistical. 
There are several books and continu- 
ing studies which form the backbone 


LOOK FOR INFORMATION ON THESE TOPICS 


@ Newspaper Promotion Problems 
@ Examples of Ad Promotion 


@ Circulation Promotion 
Merchandising 


of the ad promotion program: the 
68-page Circulation Analysis, the 96- 
page Delaware Valley Market (giving 
basic data on its 56 sections) the 
continuing study of Buying Expecta- 
tions and Product Use, the 136-page 
Delaware Valley Shopping Center 
Guide, Retailing Mid-Point 1961 (a 
practical guide to retail advertising ) 
and the Philadelphia Newspaper An- 
alysis, a continuing study of adult 
newspaper readership. 

Quite a bit of work is involved 
in evaluating the characteristics of 
circulation and the dynamics of the 
Delaware Valley Market. Independent 
agencies help The /nquirer’s research 
staff in compilation of data which is 
incorporated into these booklets. 

An example of a promotion doing 
a special job to a special market is 
Retailing Mid-Point 1961 which tells 
the retailer how to set a sales goal, 
how much advertising to allocate. 
when it should be placed and what 
merchandise to promote. Individual 
monthly work calendars in the back 
of the book list traditional merchan- 
dising events and promotions for each 
month, special “Days” and “Weeks” 
and average percentage of births and 
marriages for the month, among other 
things. The book, Leonard points out, 
would be inappropriate to national 
advertising prospects. 

Many ad promotion pieces are 
much less elaborate than the mullti- 
paged booklets listed above. A four 
page folder printed red and black 
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Just a few of the pieces 


announced The /nguirers new New 
Jersey edition. Facsimile of the front 
page was printed in a light benday 
with a bold red headline. Inside. 
circulation and distribution statistics 
for the edition. 

Promotion pieces for special ad- 
vertising issues also tend to become 
more dimensional. A mailing promot- 
ing a “Weekend Food Guide” con- 
sisted of a Japanese flute in which an 
onion skin letter had been rolled up. 

Besides creating promotion for the 
newspaper, Leonard and his staff of 
38 must also promote advertising for 
The IJnquirers Sunday magazine. 
Today. This supplement appear ex- 
clusively in The I/nguirer and_ is 
edited and produced by a_ special 
Inquirer staff: Mail order businesses 
are important to Today, since it car- 
ries more classified mail order adver- 
tising than any other Sunday maga- 
zine in the United States. In 1950 
when Today started, it published 
1.175 lines of mail order advertising. 
In 1960 it published 121,000 lies of 
m.o, ads, so by any standard, the 
growth of Today's mail order section 
has been substantial. Total ad lineage 
in Today for 1960 amounted to over 
1,300,000 lines. 

To promote Today, Leonard and 
his staff prepare mostly two-dimen- 
sional printed pieces which are sent 
out to the paper's list of 2000 mail 
order prospects who are located in 
all parts of the country. During 1960 
well over 10,000 promotion pieces 
were mailed to this list. Like much 
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of the other ad promotion, the em- 
phasis here is on circulation, distri- 
bution and readership figures. 

Results from advertising promotion 
are hard to measure, except in terms 
of total ad lineage published. During 
the past few years, ad lineage has 
increased yearly, and the gains have 
not been small ones. 1959 marked the 
high water mark in total ad lineage: 
1960's lineage just missed topping 
1959 by 8,000 lines. 


Circulation Promotion 

Unlike magazines, which rely heav- 
ily on direct mail to find and keep 
subscribers, The /nquirer like most 
newspapers, little direct 
mail subscription solicitation. There 
are, however, 250,000 RFD and Star 
route prospects to whom the paper 
mails twice a year to sell them mail 
subscriptions. Presently the paper has 
20,000 daily mail subscribers and 
1.600 mail subscribers who take the 
Sunday paper. 


does very 


The rest of the department's cir- 
culation promotion efforts go into 
newspaper advertising, car cards. 
dealer promotions, truck posters, and 
radio and TV commercials. 


Merchandising for Advertisers 

A third, and very important pro- 
motion assignment for Leonard and 
his department is the merchandising 
of ads for the paper’s space adver- 
lisers. In this area he relies heavily 
on the creative talents of his assistant, 
Bob Alotta who dreams up and pro- 


turned out each year by the Inquirer Promotion staff. 


duces most of the pieces prepared. 

The number of pieces mailed on 
any one promotion varies consider- 
ably, from a low of perhaps 60 to a 
high of about 4500 for certain types 
of staples sold in a great many places. 
The average list for a merchandising 
effort averages between 300-500. In 
many cases the lists are supplied by 
the advertiser for one (or perhaps 
two) time use. Then the names are 
discarded. In some cases, the paper 
will supply the advertiser with the 
pieces and let him do the mailing. 
The Inquirer's promotion department 
does keep selected lists for their ad- 
vertisers on file. 

Of course, the promotion depart- 
ment maintains their own lists of 
Delaware Valley stores, broken down 
into type of business. A list of key 
executives for Philadelphia area su- 
permarket chains is used extensively 
in mailing promotion pieces for the 
paper's many food advertisers. 

It is in the area of merchandising 
that the “cute” approach replaces the 
straight factual copy approach. Key 
executives and purchasing agents are 
targets for a lot of mail and if the 
message is not eye-catching, short 
and to the point, chances are it will 
be quickly relegated to the waste 
hasket. Hence, the pieces are mainly 
dimensional with a minimum of copy. 

Among their most recent efforts are 
a toy monkey mailed out in a Sealtest 
cottage cheese container, a simulated 
frozen food package containing a 
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full-color announcement of a special 
frozen food guide to be published by 
the paper, a Day-Glo card with two 
giant “keys” reprsenting the “keys to 
Phileo Sales” and many others. A 
few of these unusual pieces are il- 
lustrated on these pages. 

Despite the fact that many of the 
pieces would put grey hair on the 
supporters of the postal standardiza- 
tion rulings, the Philadelphia post 
office has been very cooperative. A 
mailing to promote a special Food 
Guide issue, for example, was made 
up of a round styrene “ice cream 


Specialists in 
.for every need 
[7] PRODUCT and PACKAGING 


every kind.. 


scoop” attached by string to a small 
cord which held the name, address 
and stamp. Clumsy format or no, the 
postmen delivered it. Almost every 
day, Bob Alotta is in contact with the 
postmaster, describing his latest crea- 
tion and getting clearance to mail. 
And so far, he’s had good luck. 
Unlike the old woman who lived 
in a shoe, Leonard Bach and his staff 
know what to do with their problems 
just keep plugging away. Like the 
newspaper itself, each day moves into 
the next bringing new work, new 
assignments, and new problems. 


Product envelopes have “saved the day,” Cost-wise, for many 
an item which otherwise would require more expensive pack- 


aging than the product could easily support. Garden City pro- 
duces all kinds of merchandising and functional envelopes (with 
all types of closures—self-seal, clasp, or string-and-button). 
When you have a problem along these lines, let G.C.E. expe- 
rience guide you, with the aid of designs and suggestions. 
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Should things slacken off in advertis- 
ing promotion, there’s still plenty to 
do in other areas of responsibility. 

Like a man playing six chess 
matches simultaneously, Leonard 
seems to thrive on the never-ending 
challenge of his job. So next time 
you think you’ve got just too much 
work to handle, think of Leonard's 
average work load of 19 promotion 
pieces per working day. Maybe your 
task wont seem so difficult after 


all. e 


PRICE CUTTING IS 
PEANUT SALESMANSHIP 


Reporter's Note: We liked this editorial which 
appeared in one of continuing series of 
unique mailings from Wheeling Machine 
Products Co., Wheeling, W. Va. Topics range 
from humorous to serious. 

The price cutter is worse than a 
criminal. He is a fool. He not only 
pulls down the standing of his goods, 
he not only pulls down his competi- 
tors—he pulls down himself and his 
whole trade. He scuttles the ship 
which he, himself, is afloat. 

Nothing is so easy as to cut prices: 
and nothing is so hard as to get them 
hack when once they have been 
pulled down. 

Any child can throw a glass of 
water on the floor, but all the wisest 
scientists in the world can’t pick 
that water up. 

Who gets the benefit of price cut- 
ling? Nobody. 

The man who sells makes no net 
profit; and the man who buys soon 
finds himself getting an inferior ar- 
ticle. 

No manufacturer can permanently 
keep up the standard of his goods 
if the price is persistently cut. Pretty 
soon he is compelled to use cheaper 
materials, and to cut down the wages 
of his workers. 

The man who cuts prices puts up 
the sign: “This way to the junk 
heap!” 

He admits his own failure as a 
salesman. He admits he has been 
defeated according to the Marquis of 
Queensbury rules of business. He 
admits he cannot win by fighting fair. 

He brands himself as a hitter below 
the belt. 

If the business world were dom- 
inated by price cutters, there would 
be no business at all. 

Price cutting, in fact, is not busi- 
ness any more than smallpox is 
health.e 


Remember—if you sit on your front 
perch in your undershirt, you are a slob. 
But when you sit in your patio clad onl, 
in swim trunks, it’s called gracious living. 
From: Prints of Paris, house magazine 
of Paris Printing Co., Kansas City 8, Mo. 


| 
3 
| 
ns | 
| 
(pally RECORDS we! | 
<r 
our 47" 
GARDEN city ENVE 
| HOUSE OF ENVELOPES... AND ENVELOPE IDEAS 
ZSAROEN WVELOPE Co. 
24D 
Sx 


Carey can solve it— 
speedily, colorfully 
and economically. Our 
roll-fed printing and 
unique paper facili- 
ties, plus round-the- 
clock operation, easily 
meet your deadline and 
budget requirements. 
Call Arthur Friedman, 
Sales Manager, 


BIG RUN 
CATALOG 

PROBLEM? 
CALL press 


CIMMICK MAILINGS 


Exotic, unusual mailings 
of all types to tie-in with 
your special promotions. 


Free 24-page Catalog 


All 
| © > 


© 469 E. Ohio St., Chicago 11, 
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Direct Mail 


Suppliers... 


Offset duplicator, paper, 

ink and other graphic arts 
suppliers serving the commercial 
direct mail industry can 

give their sales staffs an extra 
four days off in October . . 

and mark up more sales. 


HOW? By signing up for the 
40th annual Mail Advertising 
Service Association Convention 
& Exhibits 


WHY? Because their best 
customers . . . owners, production 
supervisors and creative 
staffers of direct mail shops 

. are coming to them... 


At the Statler-Hilton Hotel 
in New York City, October 6-9 


Reserve exhibit space now by 
contacting: 


MASA Exhibits 
622 Fifth Street, N.W. 
Washington 1, D. C. 
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THE OTHER SIDE 
OF THE FENCE 


Most newspapers delight in print- 
ing articles or letters which depreciate 
direct mail . so we have had a 
chuckle reading the following letter 
in The New York Times: 

VALUE OF UNSOLICITED MAIL 
To the Editor of The New York Times: 

With regard to your Topics column of 
June 5: 

I wonder why people make such a fuss 
over receiving bulk, or trash, mail. My daily 
take is easily disposed of in less than a 
minute, even when some item engages my 
attention momentarily. 

It’s the first-class mail that carries the 
bad news: the tax bills, the draft notices, 
the pleas for financial support of worthy 
causes for which I have sympathy but no 
money. 

It is common knowledge that letter writ- 
ing for pleasure is a lost art, and it then 
follows that such letters as do get written 
are products of some extreme situation. 
| wonder, consequently, why my feelings 
in the matter are not more the rule than 
the exception, these feelings being uneasi- 
ness at finding some first-class item among 
the book clubs, the record clubs, the digni- 
fied-home-occupation - for -profit-and-pleasure 
clubs, the complete-your-education-at-home 
clubs, and se on. 

Not only has trash mail done nothing, as 
nominally first-class mail has all too often, 
to affect adversely the pigmentation of my 
hair, it has a positive and valuable use that 
has never, to my knowledge, been hereto- 
fore noted publicly: it informs one, in the 
absence of more aristocratic, and more 
unsettling, evidence in the form of first- 
class items, that the postman has come by. 

Ervin HENNING 
June 6, 1961. 


Cambridge, Mass., 


EVER GET 
DOWNHEARTED? 


Keeping uphearted is largely a 
matter of attitude. An elderly colored 
man who helps around a summer 
resort came upon a visitor fishing. 
“How are y'll doin’?” he inquired. 
“Not so good,” answered the visitor. 
“I’ve been fishing here for two hours 
and I haven't caught a thing.” “Cheer 
up, you're doin’ great,” said the other. 
“There was a man up here last season 
who fished in that very same spot for 
three weeks and he didn’t catch any 
more than you have in two hours.” 

Above item found in the always interest- 


ing “Little Gazette,” h.m. of Judd & Det- 
weiler, Inc., Washington 2, D.C. 


SIGN LANGUAGE 


Sign on a door in a Washington govern: 
ment building: 
4156 

General Services Administration 

Region 2 
Public Building Service 
Building Management Division 
Utility Room 

Custodial 

(Translation: “broom closet”) 


—From The Notebook of a Printer, 
h.m. of Hampshire Press, Inc. 


If you MAIL to EUROPE .. . 


DeMutator N. V. 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's — and 
the New York Times have discovered 
the advantage. 

Write for information—no obligation. 


Willemsparkweg 112 
Amsterdam. Holland 


PREMIUMS, 


coupon and inquiry handling at 
CA includes every phase of fulfill- 
ment, from material storage, PO 
order pick-up, to shipping. For top 
coordination and control of any 
merchandise or literature mailings, 
write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 


EVIDENTLY WE MUST | 
BE MAGICIANS 


When people first referred to the motto direct 
mail campaign as a “gimmick” we looked for 
that word in the dictionary. A gimmick is a 
trick device used by magicians so, our copy- 
righted monthly campaign is a trick device. 
It’s a trick to create good will, get on friendlier 
terms with prospects, add new prospects, con- 
serve sales call time, produce inquiries and 
orders. It should do all that for you. Want 
information? Write or see us at Montreal. 


LET'S HAVE 


BETTER MOTTOES ASSOCIATION 
2127 East Ninth St. 
Cleveland 15, Ohio 


PERFECT POSTAL 
PROTECTION. 


~ for your valuable 


PHOTOS, ARTWORK, e ete. 
NEW, Hanoy ALL-In-one 


Art Work 
Blueprints 


Photographs 
Manuscripts 
Drawings Presentations 
Brochures Catalogs 

many other items 

SIMPLE, sturdy all-in-one corrugated con- 
tainer for quickly wrapping valuable pa- 
pers for maximum mailing safety with 

tage! Folds instantly to proper 
size — eliminates slow cutting, folding, 
wrapping, taping, etc. 

7 Sizes Fit All Needs: 9%” x 6%" x 4" to 
15%" x 12%" x 4". Available with or with- 
out string and button tie. 

WRITE TODAY FOR 

FREE SAMPLE, 


FULL DETAILS 


Paper Products Co., Inc. 
2425 S Rockwell Street Chicago 8, Ill. 


in our Film Lettering Library 
Order by name from 
‘specimen book sent 
PER WORD | on receipt of 25e% «et 
ORIGINAL FONT SIZE Mailings thruout USA 
FLEXO-LETTERING CO., INC. 
5 ST. + N.Y. 17 PL 34943 
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RETURN-A-CARD SELF-MAILER 


Most useful when a lot of room is needed to 
iMustrate your products. Serves os a catalog 
supplement or even stands on its own feet as 
on “order-getter”. Attached reply cord already 
beers prospect's name and address and needs 
no p ge for ili Two sizes 912" x 12%" 
or 11” x 17”. Can replace @ brochure, and also 
serve as an efficient mailing piece. 


3 


If you've been considering a test on our RETURN-A-CARD format, but didn’t quite 
*> know just how our letter would fit into your promotion plans, perhaps the above 
Most of the time... description of the various formats will ring a bell. Our SUCCESSFUL PROMO- 
It’s not what you de - TIONS FOLDER and prices are available upon your request (on your letterhead, 
. and please state quantity desired). Experienced creative and marketing staff. 
But, the way that you do it! 


SALES LETTERS, incorporated 
155 WEST 23R0 STREET, NEW YORK 11, N.¥., WAtkins 9-2680 
COPY * ART * LISTS PRINTING + MAILING 
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RIGHT, I'm a low-brow. I 
watch television. I like it. 

Casual conversation with my 
friends convinced me I’m the only 
person in the world who watches 
what they condescendingly refer to 
as “the idiot box.” 

There’s a lot of good stuff on 
television. And | enjoy the commer- 
cials almost as much as the programs. 

Watching leaves me with the im- 
pression that every washer manufac- 
turer recommends every detergent. 
And every cigarette filters out harsh- 
ness but lets the flavor come through. 


Nothing Cleans Good 

What's more, nothing gets out stains 
on kitchen sinks like Ajax. Nothing 
cleans like Comet. Nothing cleans as 
clean as Mr. Clean, Nothing cleans 
cleaner than Handy Andy. Nothing 
cleans like Lestoil. 

I've recommended that my wife 
buy NOTHING. It seems to clean 
better than something. Much better 
than Brand X. 

And I get a big kick out of that 
identifiable English character who 
extols the virtues of Snowdrift. Es- 
pecially when he says, “I would like 
to introduce you to Snowdrift, the 
superlative shortening, but I don’t 
know your name.” Every time | hear 
it | think to myself — when users of 
direct mail introduce a product to a 
prospect, they do know his name. 


Status Symbols Change 

People who don’t watch television 
are, in most cases, the same people 
who never read direct mail. Non- 
watching of television and non- 
reading of direct mail has become a 
status symbol, 

Speaking of status — here on the 
outskirts of the automobile capital 
of the world, we are conscious of 
how automobiles are selling. 

Interesting to hear Dodge’s Gen- 
eral Manager, Byron J. Nichols, say‘ 
“People still regard the automobile 
as a status symbol, but reliability, 
economy, and maneuverability have 
become the most coveted values in 


automobiles — not glitter, gaudiness 
and weight.” 
Which makes me wonder — when 


I get repeated pieces of direct mail 
from the same companies, month 
after month, talking the same “bene- 
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a monthly clinic 


conducted by Orville Reed 


fits,” presented in the same way. 

Makes me think there should be 
some better reason for buying a sub- 
scription to a magazine than the offer 
of a full year at a cut price of $1.49. 
Or, a better reason for buying a book 
than “illustrations in full color, 
bound in attractive hard cover, con- 
taining 268 pages.” Or a better rea- 
son for buying than “new” or 
“improved.” 


Worn Out Word 

Seems “improved” is being slightly 
overdone in all advertising media. 
The word in itself carries little con- 
viction unless followed by a_ full 
explanation of how such improvement 
benefits the buyer. 

If a product is touted as being the 
BEST, how can it be improved? Per- 
haps the reading and viewing public 
isn’t as stupid as some advertisers 
think it is. 

Tell All in the Follow-up 

When you send a follow-up letter 
to a list of prospects, do you assume 
too much? Many mailers do. 

The follow-up letter is used to urge 
the prospect to act and uses many 
devices, such as a limited offer, pre- 
publication price, and the other spe- 
cial offers so well known in_ this 
business, 

When a follow-up letter doesn’t 
pull the way it should, consider 
whether the letter repeats all details 
— size, color, price, benefits — just 
as the original letter did. 

Here’s a letter used as a follow-up 
which assumes the reader remembers 
all details of the product: 

“Several times this year we have written 
you with different offers on our ....... 
Now, here’s an offer that tops them all. 

“We have a few hundred copies left of 
this edition I'd like to send you a copy 
absolutely FREE. The boys in the office 
think I'm crazy but here goes! 

“You can get your FREE copy of the 
current 4th edition of ...... (a $20 value) 
by simply reserving your copy of the new 
1962 edition now. This all new 5th edition 
is now being prepared and will be off the 
press in October. 

“Incidentally, the price of the new 1962 
edition may be raised to $25. If so, you 
will not be charged the additional $5.00 
if you order now. However, this offer can 
only last during the month of June or as 
soon as our small supply of copies of the 
Mth edition lasts. 

“So take advantage of this fabulous offer 
now. Send your reservation order today, 
with your check for $20.000 for the all 


new 1962 Edition of the ...... and get 
the current 4th Edition FREE, while the 
supply lasts.” 

Aside from being repetitious, this 
letter doesn’t tell enough. 

First of all, its first sentence makes 
me feel the writer is put out that I 
haven't taken advantage of one of his 
offers. But that’s not the point I want 
to bring out. 

I have only a vague recollection of 
having received the first letter from 
this concern. | have forgotten all 
details about the product. From this 
letter I can’t tell whether it’s some- 
thing I need, can use, or want. 

How simple it would have been to 
enclose, again, a descriptive folder 
instead of assuming | would remem- 
ber all the benefits. 

This is not an unusual case. There 
are a lot of such letters mailed. 
Something to think about when 
you're making repeated mailings to 
the same list. Make sure each mail- 
ing tells the complete story, and don’t 
depend upon the memory of the 
reader which is, at best, short. 


Selwarb 

Before I used the Selwarb idea in 
this department I checked it with 
several users of direct mail, 

They all agreed that a benefit in 
the first paragraph is a good idea. 
But, 2 out of every 3 people I checked 
remarked that the benefit in the first 
sentence or paragraph could be im- 
plied to good effect. 

Here are a couple of for instances: 

A letter for the University of 
Michigan, Bureau of Industrial Re- 
lations, starts: “Can supervisors be 
trained in improved decision mak- 
ing?” That’s an implied benefit. 
Knowing it comes from the Univer- 
sity of Michigan and the Bureau of 
Industrial Relations, the opening 
sentence in the form of a question 
indicates the answer is “Yes.” So, 
it’s a benefit. 

Another one. A letter beginning: 
“How does your secretary greet you 
in the morning — with a smile and 
cup of steaming coffee or a woeful 
glance at yesterday’s unfinished cor- 
respondence ?” 

Here, again, is an implied benefit. 
The implication is if she has a 
SECRETARY'S HANDBOOK 


follows its advice, she does greet you 
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23,000 HIGH SCHOOLS — 

Nomes ond addresses on addressograph plates. 
Available for addressing your direct-mail 
promotions. 

For complete details, write, wire or phone. . . . 

SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street 

Chicogo 11, Illinois DElawore 7-1065 


INSERTING 


dealer sales aids, gimmicks, som- 
ples, press materials and other 
bulky pieces not practical for ma- 
chines is easy and economical at 
CA. For low-cost, fast hand in- 
serting of any odd-size pieces write 
or coll: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 


MAILERS 


Stamp Affixer 
$4400 arrixes ACTUAL 


FET STA 
AT 150 PER MINUTE 
Holds roll of 500 stamps 
in many denominations 
DEALER INQUIRIES 
INVITED 
Request 24pp Mailing 
Machine Catalog 


MAILERS Equipment co. 
Dept. D, 40 W. 15th St. New York 11, N. Y. 


~ 


WORKING 


with ting, exact scale 


tools thal ¥-WORK! 


2 types: MOVABLE ana ¢ 
ONE PIECE miniatures, 
in bright or gilt finishes 


NEW TOOL KIT 


5 gilt-finish tools in red 
viny! roll. Shipped as- 
sembied. Can be imprinted. 


Write, wire. phone TODAY for samples 
& prices on GRC metal miniatures. 


REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 


1l Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-8600 
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in the morning with a smile, knowing 
she has no leftover dictation to bug 
her first thing in the morning. 

So to revise the idea—SELWARB, 
stated or implied. And in case the 
meaning of this portmanteau word 
escapes you, it is made up of the 
first letter of each word in_ this 
sentence — Start Every Letter With 


A Reader Benefit. 


Keep Tap-tap-tapping 

Often we can learn something 
about our own business by studying 
other media. 

The Saturday Evening Post is run- 
ning an interesting series in advertis- 
ing publications, and here’s a tid-bit 
of copy from one of them: 

“The bird who keeps tap-tap-tap- 
ping away is the one who usually 
catches the worm. Or chops down 


the tree. Or meets the pretty female 
tapping away is the one that usually 
catches the eye. And the attention. 
And the sale.” 

There is really a sort course in 
how to use direct mail. 


Say What You Mean 

As the Pullman conductor passed 
through the car one night, he noticed 
a red lantern hanging on one of the 
lower berths, so he looked up George, 
the new porter, who was working his 
first trip. 

“Say, George,” he said, “what that 
red lantern hanging on lower 24 
for?” 

George pulled out a little book, 
pointed to Rule 23 and read, “Always 
hang a red lantern when the rear end 
of the sleeper is exposed.” e 


In the Beginning, There Was the Stencil 


Automatic addressing, as we know 
it today, had its beginnings in a sim- 
ple cardboard and parchment stencil 
developed by F. D. Belnap of the 
now-extinct Rapid Addressing Ma- 
chine Company in 1879. The stencil, 
a forerunner of 1960's Elliott fiber 
stencil, was prepared by using a spe- 
cial typewriter with needlepoint char- 
acters instead of conventional type. 
The stencil would then be inked and 
the address would be printed through 
the small holes onto the card, enve- 
lope or label. 

The ensuing impression was not 
unlike the addresses created by many 
modern addressing systems, and you 
may, as we did, have cause to wonder 
what sort of cycle has brought ad- 
dressing methods back to 85 years 
ago. 

The two stencils pictured here (both 
c. 1900) belong to Bob DePace, re- 
cently retired manager of Elliott In- 
dustries’ New York office. Bob thought 
we d be interested in seeing them, and 
perhaps passing along this little bit 
of history to our readers. Actually, 
Bob tells us, the old-fashioned stencil 


has certain advantages over its mod- 
ern counterpart. The parchment does 
not need to be processed in any way, 
and as soon as the impressions have 
been made, it can be used for ad- 
dressing. Modern methods using fiber 
stencils require that the stencil be 
moistened for processing, and then 
the stencil must dry before it can be 
used for imprinting. 

Bob’s retirement marks his fiftieth 
year in direct mail, though Bob hopes 
it won't be his last. Feting him at 
a special retirement banquet at the 
New York Athletic Club were Frank 
Whiting, vice president of sales and 
marketing at Elliott; Clive Thompson, 
Eastern regional manager; George 
Knight, Bud Spalding, Stu Gooding, 
three dozen employees from the New 
York office, and Ralph Briggs, who 
will succeed Bob as New York office 
manager. 

Friends can reach Bob at 49-26 
Douglaston Parkway, Douglaston, 
N. Y. He plans to get back into the 
direct mail stream in an advisory 
capacity on a free-lance basis this 


Fall. 
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RISING LINE MARQUE 
25% Cotton Fiber Content 


Sheet Stock —in Antique ivory, Aqua 
Biue, Petal Pink, Colonial Green, 


Substance 20 500 1000 
Size Sheets Sheets 
17"22 20 40 
4x22 40 80 
Substance 24 500 1000 
Size Sheets Sheets 
17%22 24 48 
22 48 6 
Dimension Denotes 
Grain Direction 


500-sheet Ream Boxes of 
Rising Line Marque (635 x 
11) introduce a new and 
very much desired user 
convenience. Available in 
White and all colors, 
Sub. 20 and 24. Aliso 
supplied in Junior Car- 
tons of ten Reams each. 


OUTSTANDINGLY 
BETTER, RISING’S 
LINE MARQUE 
ADDS CLASSIC 
ELEGANCE TO 
COMMUNICATIONS 


Modern papermaking 
techniques make Rising's 
Line Marque outstanding 
in color evenness, clean- 
liness, and uniformity, yet 
it costs no more than 
ordinary 25% Cotton 
Fiber Bond papers. it is 
ideally suited to every 
reproduction process 


In a selection of the best, 
Rising's Line Marque 
is always the choice 
For now soft pastels en- 
hance its classic laid an- 
tique finish, adding new 
glamour to this elegant 
paper. Five subdued 
shades plus white, in im- 
peccable taste, are truly 
“Fine Paper at its Best.” 


RISING LINE MARQUE 
IN REAM BOXES! 


PRINTED ON RISING'S LINE MARQUE, DOVE GRAY, SUBSTANCE 20 


*cotton fiber 


Laid surface. Water- 
marked. Wrapped 600 
sheets per package. Avail- 
able in full-size sheets and 
letterhead sizes, boxed or 
ream sealed. Matching 
envelopes are available in 
the above substances from 
Old Colony Envelope Co. 


Write for samples and the 
name of the Rising merchant 
nearest you 


RISING PAPER COMPANY. 
MOUSATONIC, MASS 


MAKERS OF RISING 
PARCHMENT (100% CF* 
BOND) + RISING BOND AND 
OPAQUE BOND (25% CF) 
+ LINE MARQUE (25% CF 
WRITING) NO. 1 INDEX 
(00% CF) + PLATINUM 
PAPER AND BRISTOL 
(25% CF) + WINSTED 
WEDOING ANO BRISTOL 
* WINGTED GLO-SRITE 
VELLUM, BRISTOL, TEXT 
ANO COVER + AND 
TECHNICAL PAPERS 


SANOAVIN ANID ONISIO 
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Try For addressing—mailing—lists—short 
ATLAS! or long-run reproduction. 


Why Because here the job is done RIGHT— 
ATLAS? the first time! 


ATLAS Letter Service MA 4-518! 
524 S. Spring St., Los Angeles 13 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your stoff—but not to 
your poyroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 


MU 3.1455 


270 madison /ny 16 


Stock Photos 


Send for free illustrated leaflet. 


The Picture File 


8226 SANTA MONICA BLVD. 
HOLLYWOOD 46 « OL 4-8277 


WANT TO 
TALK SHOP? 


Direct Mail Briefs From Bringe is a 
monthly newsletter | write for fun, not 
for pay. It lets me say all sorts of 
things about mail that no one else 
would print. 

No cost to you for four minutes of shop 
talk if you take the trouble to write 
for it. It brags a bit about the good 
letters Paul Bringe writes but always 
very gently. Write today. 


Paul J. Bringe, Inc. 
First Notional Bank Bidg., Hartford, Wis. 


Bargain introductory offer 
proves “Clip Book’ art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen 

Many art proofs from “Art 
Director's Clip Kit" and 

“Clip Book of Line Art”— 
enough for dozens of paste-ups. 
Satisfaction guaranteed—no 
Obligation—no strings. 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 

customers only.) 


Harry Volk Jr. Studio 


Pleasantville 3, New Jersey 


PROJECTION ART a4 
Ready-to-use art on translucent stock for 
projectuals. A specialized service for visual an 
communications. Write above address for —L 
samples, prices. 
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ALL IN THE POINT 
OF VIEW 

John Yeck, of Yeck & Yeck, Day- 
ton, Ohio, speaking at last year’s 
MASA convention, recalled this story 
about the seller putting himself in the 
prospect's shoes. 

“I recall one of the early stories 
| heard about putting yourself in 
the other fellow’s shoes. It was about 
a Piggly-Wiggly store — a little old 
Piggly-Wiggly store — out in Kansas. 
It was early in the days of prohibi- 
tion and the president of Piggly- 
Wiggly thought: People are still go- 
ing to get thirsty: we ought to pro- 
mote the sale of Welch’s grape juice. 
So he wrote all the store managers 
and he said, “Get some advertising 
behind Welch’s grape juice.” Two 
weeks later he wired them and asked 
them how much they had invested. 
They had all put up a pretty good 
amount in advertising except this 
little store out in Kansas reported 
spending 15 cents. 

“At the end of the month, the 
president looked to see how much 
grape juice had been sold. He found 
nobody had sold any significant 
amount except — you guessed it - 
the little store in Kansas. So he 
hopped on a train, he went out there: 
he walked into the store; turned 
around and started home. He had 
seen his answer. Right there, inside 
the front door was a huge pile of 
bottles of Welch’s grape juice and a 
little old sign painted with red show- 
card paint — that was the 15 cents 
— on the back of an old cardboard 
box — and it said “Danger! Do not 
mix contents of one of these bottles 
with three pounds of sugar and let 
sit in a cool place for 10 days or it 
may turn to wine.” 

“Put yourself in the other fellow’s 
shoes. Solve his problem or tell him 
how to grasp his opportunity. Per- 
suade him to want to do it and the 
words will take care of themselves.” ¢ 


A Question That Pops Up as often as 
champagne corks at a wedding is what 
percentage of the sales dollar should be 
spent for advertising. Execs puzzle not 
only about setting their own ad budgets, 
but are curious as to what competitors 
spend. A recent study shows that 990,000 
U. S. corporations report on 1.13% of their 
sales devoted to advertising. Makers of 
toilet preparations spend the most—13.8 
followed by proprietary medicines with ‘10.4 
and soaps and detergents with 8.21. B & B 
has the percentages of 269 product and 
service classifications. Tell us which you're 
interested in and we'll send the figures. 
(The smartest advertisers forget percent- 
ages. They estimate the size of the job 
to be done, then budget the money with 
which to do it.) 

From B-B Shots, Byer & Bowman Agency, 
Inc., 66 South Sixth Street, Columbus 15, 
Ohio. 


SALES LETTERS, la femme! 


If your market is women (and 
whose isn’t) it’s more persuasive 
to have a lady write F nang Soft 
sell, hard sell, middle-of-the-road 
sell. Repro & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 


MULTIGRAPHING 


by Triplehead at CA gives you 2- 
color letterhead, 2-color body copy 
plus signature in another color . . . 
all for the price of printed letter- 
heads alone. For beautiful, quality 
samples and low cost, write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 


Direct Mail and Mail Order 


COPY 


@ thot makes SENSE 
@ thot mokes SALES 
@ thot mokes BUYERS want 
to do business with you 
Write me about your plans 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two wMAA Best of industry 
Awards. . Dartnell Gold Meda 
Editor of IMP, “The world’s smallest 

house organ” 


your FREE 
copy of 


“a 4 color process — adds depth” 


Creation and production service can 
bring you full color direct mail and 
advertising materials at surprisingly 
low cost — often lower than an 
ordinary two color job. 


circulars 
direct mail 
dealer aids 
cont TEICH & CO., Inc. 


1733 W. Irving Pk. Rd., CHICAGO 
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SOMETHING FOR EVERYONE AT DMAA’s 44th ANNUAL CONVENTION 


-----1----- 


Edited by the Staff of DMAA 
230 Park Ave.. New York 17 @ MU 9.4977 


CHAIRMAN OF THE BOARD 
Earl A. Buckley 
PRESIDENT 
Robert F. DeLay 


PICKING THE WINNERS — Judges for the 1961 Direct Mail Leaders Contest discuss the merits 
of some of the entries. Left to right: O. Glenn Leach, executive secretary, National Trade 
Paper Association; George Collins, general manager, Britannica Press; Lee De Young, director 
of advertising and promotion, Southern Nitrogen Co.; C. M. Edwards, director of advertising 
and sales promotion, The Heath Co.; Charles Eckman, manager, advertising and sales pro- 


motion, The Champion Paper & Fibre Co.; Horace Hart, director, Printing and Publishing 


Industries Division, Business & Defense Services Administration, Dept. of Commerce; and 


James Wickersham (committee chairman), president, Sales Communications, Inc. 


Full Hour Session to Be Devoted 
To Presentation of Award Winners 


In a departure from custom, a 
full one-hour period will be set aside 
during the 44h Annual Convention 
of the three Best of Industry winners 
in the Direct Mail Leaders Contest. 

Winners of the Gold, Silver and 
Bronze Mail Box Awards will be 
shown in a full color slide program, 
giving all convention registrants the 
change to see the winning entries 
“in action.” 

The special session will take place 
on Friday, October 13, at 9:00 a.m. 

Here’s a chance to hear first-hand 
the story behind each top entry, 
discuss the winners with other 
DMAA’ers and pick up some ideas 
for your own campaigns. 


Usually just the five or six hun- 
dred early birds who attend the 
Annual Awards Breakfast have a 
chance to see this presentation. This 
year, it’s there for everyone. 

The Mail Box Awards are the 
“Oscars” of our industry. The win- 
ning campaigns, and the philosophies 
behind them are of international in- 
terest. 

After viewing this premier show- 
ing, you may want to plan for a 
showing in your own idea. Award 
winning campaigns and other en- 
tries of interest may be booked 
through DMAA Headquarters, 230 
Park Ave., New York 17, N. Y. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


44th Annuai Session 
Features Wide Variety 
of Panel Subjects 


New York —/n addition to the 
several unique program features that 
have been announced in these pages 
during the past months, the 44th 
Annual Convention of DMAA (Hotel 
Statler-Hilton, New York, October 10 
through 13) will attract unusual in- 
terest and attention because of these 
scheduled sessions: 

Al Dorne, president of Famous 
Artists School, Inc. and of Famous 
Writers School, Inc., will participate 
in a special session moderated by 
Andi Emerson, president of Emerson 
and Weeks. 

He will discuss the methods and 
techniques that have been used so 
successfully in building his two com- 
panion organizations through mail 
order selling. Wed., Oct. 11, 2:30 
p.m, 

A special panel for financial and 
insurance mailers will take place 
during the concurrent session meet- 
ings. Frank Vos, president of Frank 
Vos Associates; Don Babson, vice 
president of United Business Service: 
Sidney De Costa, First Natl. City 
Bank and Bob Brown, Aetna Cas- 
ualty, will lead the session. Wed., 
Oct. 11, 2:30 p.m. 

At the same time, panels will take 
place on problems facing industrial, 
consumer and retail mailers and tech- 
niques of solving them. 

Hi Harty, Wolverine Tube, will 
highlight the industrial session: Ger- 

(Continued on facing page) 
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44th Annual Session 
Features Wide Variety 
of Panel Subjects 


(Continued on facing page) 


ald Millar, Buick Division of General 
Motors, will lead off the consumer 
meeting; Jane Trahey of Trahey and 
Associates will highlight the retail 
panel. Wed., Oct. 11, 2:30 p.m. 


Newly returned from a trip to 
Europe, Shirley Katzander, Director 
of Promotion, The Reporter, will 
take to the convention on “Europe 
Discovers Direct Mail.” Friday, Oct. 
13, 10 a.m. 


One of direct mail’s leader's, 
Leonard Raymond, president of 
Dickie-Raymond, Inc., will present his 
views under the heading, “Direct 
Mail Has More Than Three Sides.” 
Thurs., Oct. 12, 10:00 a.m. 


“The Ethics of Fund Raising by 
Mail”, is the title of a session to be 
held as one of the concurrent meet- 
ings, under the chairmanship of 
Richard J. Crohn, president, Promo- 
tion Consultants, Inc. Panelists 
scheduled to participate include Hal 
Weiner, National Public Relations 
Council of Health and Welfare Serv- 
ices, and Mary Macmillan of CARE. 
Wed., Oct. 11, 2:30 p.m. 


In addition, there will be the un- 
usual opening “fanfare,” to be ad- 
dressed by William Hesse, president. 
Benton & Bowles, Prof. William Por- 
ter of the Univ. of Iowa and Dr. 
George Katona of Ann Arbor ( Wed., 
Oct. 11. 9:30 a.m.), an address on 
“Group Persuasion in the U. S. and 
Russia,” by John Scott of Time, 
Inc. (Wed., Oct. 11, 11 a.m.), a ses- 
sion on “New Designs for Direct 
Mail,” in which leading art directors 
will participate (Thurs., Oct. 12, 
10:30 a.m.), and a special Interna- 
tional Session, led by experts from 
Canada, South Africa, Australia and 
Belgium (Thurs., Oct. 12, 2:30 p.m.) 


Bell & Howell's remarkable mar- 
keting story will be presented by a 
team led by the company’s vice pres- 
ident, Carl Schreyer. Wed., Oct. 11, 
10:30 a.m. 


As a convenience to all attending. 
McGraw-Hill Publishing Co.’s Direct 
Mail division will maintain a direc- 
tory board near the registration desk. 


A Final Buffet, at which relaxed 
personal conversation will be the or- 
der of the day, will replace the con- 
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Six Nominated for Three-Year Terms 
on Association’s Board of Governors 


New YorK—Six names have been 
submitted by this year’s nominating 
committee for three-year terms to the 
DMAA Board of Governors. The 


candidates will be formally presented 


Cassidy Hartenfeld 


for voting action by the membership 
at the annual meeting to be held 
on Thursday morning October 12 
at 11:30 a.m. 

Nominating Chairman “Red” 
Dembner, Newsweek, has identified 
the slate of candidates including: 
Maxwell Ross, advertising manager, 
Old American Insurance Company, 
Kansas City; Angelo Venezian, vice 
president, McGraw Hill Publishing 


Hutchings McGrew 


Company, New York; Jack Cassidy, 
advertising director, Doubleday & 
Company, New York; Bill McGrew, 
circulation director, Lane Publish- 
ing Company, Menlo Park, Calif.; 
Mike Hartenfeld, circulation director, 
Advertising Publications, Inc., Chi- 
cago, and Bob Hutchins, advertising 
and sales promotion manager, type- 
writer division, IBM, New York. 

Venezian is also steering commit- 
tee chairman of the 44th annual con- 
vention. McGrew received a tempo- 
rary appointment to the Board last 
year to fill the unexpired term of 
Fred Williams, The Pennzoil Com- 
pany, Los Angeles, as West Coast 
Vice Chairman. 


Ross Venezian 


Members of the nominating com- 
mittee in addition to Dembner in- 
clude: Bob Enlow, American Med- 
ical Association, Chicago: Ferd Nau- 
heim, Kalb Voorhis & Co., Washing- 
ton, D. C.: Lew Kleid, Lewis Kleid, 
Incorporated, New York; Paul 
Bringe, Paul J. Bringe, Inc., Hart- 
ford, Wis.; and Bill Clawson, Harris- 
Intertype Corporation, Cleveland. 


ventional closing luncheon and_ its 
usual formal speaker. Fri., Oct. 13, 
12:30 p.m. 

And, of course, there will be a 
full program of high level profes- 
sional entertainment, including Alan 
King, Trude Adams, and the June 
Taylor dancers at the Annual Ban- 
quet. Thurs., Oct. 12, 7 p.m. 


John Crichton, editor of Advertis- 
ing Age, will serve as panel leader 
and discussion moderator at the art 
directors’ session on “New Designs 
for Direct Mail.” 

A special program has been ar- 
ranged for wives of those attending 
the Convention, to include such treats 
as a Hawaiian Luau luncheon, a boat 
trip around Manhattan, a visit to the 
U.N. and a trip through the National 
Design Center. Phyllis Sawdon and 
Marion Armstrong are in charge of 
arrangements. 


Calendar of Events 


SEPTEMBER 
21-22 New York, N. Y. — Direct Mail 
Training Institute, Summit Hotel. 
OCTOBER 


10-13 New York, N. Y. 44th Annual 
DMAA Convention, Statler-Hilton 
Hotel. 


NOVEMBER 


10 Atlanta, Ga. — Direct Mail Day, 
Dinkler Hotel. 


44th Annual 
CONVENTION 


STATLER-HILTON HOTEL 
NEW YORK 


Oct. 10 thru 13 
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HOUSE ORGANS 


This form of advertising can make sweet music 
and sssure regular readership. But the copy must 
SING! Need not be expensive. (1 have published 
one on « blotter for over twenty eight years.) 


Free Copy. Kequest on letterhead.) 


“Chat Fellow Bott” 


Leo P. Bott, 64 E. Jackson, Chicage 


We represent hundreds of the finest 
mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


witAVJA DDERN inc. 


215 PARK AVE. SOUTH @ W. Y. 3, N.Y. 


LABELING 


by Cheshire machine and hand 
Dick Strip ot CA speeds up vol- 
ume mailings while cutting down 
their cost. For prompt, precision 
labeling of publications, catalogs, 
tabloids, as well as envelopes, 
write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 


martin yale 


auto-folder 
te ( 
Capacity: 14” x 24” 


OUTPERFORMS, OUTFEATURES 


all others in its class! 


FOLDS, PERFORATES 
SCORES AND SLITS 
simultaneously or in seporate 
operations! 


HANDLES SHEETS 
to 14024" . . . 10- 
Ib. onionskin to 120-Ib. index! 


FEATURES: 
feed, 
loeding, maintenance-free 
GE motor! 


‘MARTIN YALE, INC. 


Chicago 12, TAylor 9-3033 


Postal Roundup 


ARGE MAILERS AND LETTERSHOPS 

have recently been up in the air 
over a postal regulation which threat- 
ened to abolish Form 3606. That was 
a form certified by postal employees 
that a certain number of pieces had 
been deposited in the mail. Letter- 
shops used that certificate, along with 
their invoice, as proof that the mail- 
ing had been made. There were 
other details attached to the regula- 
tion...such as prohibiting the de- 
posit of permit mailings at branch 
offices. Industry representatives have 
met recently with postal officials and 
the regulations have been slightly 
modified. Form 3606 will be con- 
tinued in certain specific cases, but 
not used in others. First- and third- 
class mail that is stamped or metered 
will still be certified by Form 3606. 
Imprinted permit matter will not be 
so certified but can be covered by 
duplicate copies of Form 3602. It’s 
all rather complicated . . . so better 
get information from your local letter- 
shop. 

* * 

If you prepare printed material 
for Canadian distributors... better 
get acquainted with new regulations. 
You may no longer use Canadian 
postage paid-in-cash dies or business 
reply electros on material prepared 
and printed outside Canada. If you 
want to furnish Canadian distributors 
with permit reply material, you must 
in the future have such printing done 
inside Canada. Also remember that 
third-class mail from the U.S.A. into 
Canada is now 3¢. It was changed 
July 1, 1961 from 4¢ to 3¢. 


We hear that United States Cham- 
ber of Commerce is still getting hell 
from small town members for the 
Chamber's stand in advocating higher 
postal rates and no reimbursement to 
the Post Office for its free or subsi- 
dized services. A recent Chamber 
legislative bulletin used the term 
“junk mail” in a derogatory fashion. 
Some of you readers who are mem- 
bers of local Chambers of Commerce 
should write hot letters to Washing- 
ton, 

* * 


According to the press, White 


House pressure is resulting in govern- 
ment and postal employee unions 
taking action to stamp out discrimi- 
nation in their own organizations. 
Government agencies, including the 
Post Office, are being advised not to 
deal with any unions or any of their 
locals which practice discrimination 
against members or potential mem- 
bers because of race, creed or color. 
The Post Office is also setting up a 
new type of management labor com- 
mittee to handle employee grievances. 
* 


It is still possible we may get in- 
creased postal rates in 1961. As you 
all know from your association 
bulletins and news reports, the House 
Post Office Committee delayed action 
several times on considering increased 
rates, but there have been many 
moves behind the scenes to try to 
ram through a rate increase as a tax 
measure rather than a postal bill. The 
same thing was done in 1932 when 
we were all opposing an increase in 
first-class rates. There really wasn’t 
any reason for increasing the rate 
except that the Administration at 
that time wanted increased income. 
The Post Office Committees were op- 
posed to the increase of first-class 
postage but right at the last minute 
the increase from 2¢ to 3¢ was 
tacked on to an emergency tax 
measure, just when the country was 
in a depression. The present Admin- 
istration has admitted that the in- 
crease from 4¢ to 5¢ for first-class 
postage is a method of increasing 
the total tax income of the govern- 
ment. Many Congressmen oppose 
such tactics and it is particularly ir- 
ritating to the majority of members 
of both Congressional Post Office 
Committees. Both Senators Johnston 
(D) and Carlson (R) are still op- 
posed to the figure set by the Post 
Office as covering the Post Office costs 
for free and subsidized services. They 
may hold out until the end for a fair 
decision on public services before any 
new rates are set. A duplicate of the 
House bill has been introduced in 
the Senate. All we can do now is kee 
our fingers crossed and keep in touc 
with our Representatives in Washing- 
ton.e 
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. «all it takes is imagination to produce 
attractive two-color printing 
a ; aft little more than one-color cost 


y The word is spreading fast. Black on white is all right for books 
: and newspapers. but printed pieces designed to sell goods or 
: services get more attention. do a better selling job, when they are 4 
: colorful (like the ad you are now reading. for example). y 
4 This does not mean hiking the budget — stepping up from one 
ad press impression to two. What it means is merely printing in nh’ 
colored ink on colored paper. 
The choice of colors is practically unlimited—there are actually 
38 different colors of paper in the big Beckett line and many 
times that number of ink. The Beckett Color Selector shows how i 
seven different colors of ink look on 14 different colors of paper — ¥ 
98 combinations. You may have one by writing for it on your 
business letterhead. 


The Beckett Paper Company 


MAKERS OF GOOD PAPER IN HAMILTON. OHIO, SINCE 1848 
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boc Phoenix 
Paper Carter Rice Storrs & Bement, Inc Boston 
ARKANSAS Carter Rice Storrs . ne... 
Roach Paper Company.............- Little Rock MICHIGAN 
The Union Paper & Twine Company .... Detroit 
CALIFORNIA Central .. Grand Rapids 
Los Angeles Paper & Twine Company...... Jackson 
Zeltertach Paper Company Los Angeles MINNESOTA 
Butler Paper Company .. San Diego 
Pacific Coast Paper Company San Francisco Soy ~ 
Zellertech Paper Company Graham Minneapolis 
COLORADO Inter-City Paper Company........... St. 
Graham Paper Company... Denver MISSISSIPPI 
Butler Paper Company.... Pueblo Graham Paper Company................ Jackson 
MISSOURI 
CONNECTICUT 
Butier Paper Company............. Kansas 
Carter Rice Storrs & Bement, inc....... Hartford Graham Paper Compeny......... .. rand 
Henry Lindenmeyr & Sons... ... Hartford Midwestern Paper Company .......... 
Carter Rice Storrs & Bement, inc... _ Haven Butler Paper Company.............. St. Louis 
Henry Lindenmeyr & Sons......... Haven raham 
Butler Paper Company.............. Springfield 
OISTRICT OF COLUMBIA MONT 
The Sarton, Duer & Koch Paper Company Western Newspaper Union.............. Billi 
Stantord Paper Company Yellowstone Paper Company............ Billings 
Ward Compeny.......... 
FLORIDA 
Jacksonville Paper Company... . Jacksonville NEBRASKA 
Evergiede Paper Company Miami Western . Lincoln 
Capital Paper Company Tallahassee 
Tampa Paper Company .... Tampa NEW JERSEY 
Lindenmeyr Schlosser Co...............- Newark 
GEORGIA 
Stoan Paper Company ..  Atlenta NEW MEXICO 
Macon Paper Company............... Macon Butler Paper Company........... 
J. W. Butter Paper Company Chicago 
The Hudson Va Paper Company...... Albany 
Graham Paper Company................ Chicago Tho Alen ton Buffalo 
James White Paper Company........... Chicago The Union Paper & Twine Company. ..... Buffalo 
J. W. Butler Paper Company The Alling & Cory Co., 
Miller & Wright Paper Co....... New York City 
INDIANA Bulkley ton & Company....... New City 
Lindenmeyr Schlosser Co......... New York City 
Butier Paper Company - Evansville Marquardt & Company, inc........ New York City 
C. P. Lesh Paper Company ..... Evansville Nelson-Whitehead Pa Corp...... New York City 
Butier Paper Company eres The Alling & Cory Company.......... Rochester 
The Central Ohio +) A Indianapolis The Alling & Cory Company.......... . Syracuse 
Paper pa: ndiana Company Utica 
Mid-States Paper Company. Terre Haute 
NORTH CAROLINA 
Henley Paper Company......... Asheville 
J. W. Butler Paper Company..... Cedar Ra Caskie Paper Company, inc.. 
Western Newspaper Union... Des Moines Charlotte Paper Company... Charlotte 
Weber Paper Company High Point 
Western Newspaper Union Sioux Epes-Fitzgeraid Paper Company.......... 
KANSAS NORTH DAKOTA 
Butler Company... Wichita Western Newspaper Union................ Fargo 
Wichita 
OHIO 
nati ncini 
q The Siem Wing Company Cincinnat 
Rowland ita Compa: 
a 
LOUISIANA The Contral Columbus 
Graham Paper Orleans ncinnati Cordage Paper Co....... 


lustre and sheen of coated paper. It has exceptional fold- 


PENNSYLVANIA 
Garrett-Buchanan Company... 
Lehigh Valley Paper Corporation 


The Alling Cory Company......... 


Bock Paper Company as 


Garrett-Buchanan Company.......... 
Philadelphia 


Garrett-Buchanan Company 


_ Philadelphia 


Paimetto Paper Company.............. Columbia 
SOUTH DAKOTA 
Sioux Falls Paper Company... ...... Sioux Falls 
n Sioux 
TENNESSEE 
Graham Paper Company............ Chattanooga 
Paper Chatta 
The Cincinnati Cordage & Paper Co Knoxvi 
m Paper Compeny.............. 
Paper Company.............. Nashville 
TEXAS 
Graham Paper Company............... 
Graham Paper Company................ Dallas 
ithwestern Paper Co................. Dal 
Southwestern Pa Company......... Ft. Worth 
Graham Paper Houston 
Paper Company.......... Houston 
m Paper Company............... Lubbock 
San Antonio 
UTAH 
Western Newspaper Union........ Salt Lake City 
VIRGINIA 
Cask 
WASHINGTON 
West Coast Paper Company............. Seattie 
McGinnis | 
Allied Paper Company................ acoma 
WEST VIRGINIA 
Charleston 
The Cincinnati Cordage & Paper Co... Huntington 
WISCONSIN 
Standard Paper Company Appleton 
Steen-Macek Company... ... Green Bay 
Standard Paper Company Madison 
Bouer Paper Company Milwaukee 
Standard Paper Company ..... Milwaukee 
Standard Paper Company..... . Wisconsin Rapids 


EXPORT AGENTS: 


Bulkley, Dunton Paper Co., S.A... .New York City 
City 


Castex Paper Export Co........ 


aco Incorporated.............. 
CANADIAN AGENTS: 
Barber-Ellis of Canada, Ltd..... ..London, Ontario 
Clark ree Calgary, Alberta 
Smith, Davidson & Lecky, Ltd 
Edmonton, Alberta 
T. B. Little Ltd Montreal. 
McFarlane Son , Ltd..Montreal, Quebec 
+ td. Toronto, Ontario 
Wilson pany, Lid Toronto, 
‘aper 43 
Mid-West Paper Seles, Ltd Manitoba 


This insert is printed on Beckett Offset, Canary, 80 Ib. ing qualities and resistance to smudges and fingerprints. 
sub., in our new Satin Shell finish.. Note its velvety texture. Satin Shell is carried in stock; minimum order, 1 car- 
it has the printability of fine uncoated paper, yet the ton. Ask your nearby Beckett merchant, listed above, for 
complete Satin Shell sample swatch. 


ae SATIN SHELL (Beckett Offset and Beckett Vellum) ry 
“5 is available through these Leading Merchants | 
ALABAMA ) 
Graham Peper Company.......... . Birmingham Carter Rice Storrs & Bement, Inc...... Augusta Graham, Peper Compeny........ 
The Barton, Ouer & Koch Paper Co....Baltimore OREGON 
ARIZONA 
D. L. Ward Company 
The & Cory Company ittsour 
The Chatfield & Woods Co. of Pa... .. Pittsburgh 
Garrett-Buchanan Company............ Reading 
RHODE ISLAND 
Carter Rice Storrs & Bement, inc... . Pawtucket rats 
SOUTH CAROLINA | 
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HASTE DOESN’T ALWAYS MAKE WASTE 


Manufacturers and wholesalers who 
rate dealer showings as a basic mar- 
keting tool but who worry about the 
rising cost of show promotions, can 
take encouragement from Sylvania’s 
experience here and in New York 
last month. 

More than 500 dealers registered 
to see the 1962 line of Sylvania tele- 
vision receivers, radios, and stereo 
phonographs in response to a direct 
mail campaign conceived and com- 
pleted in four weeks, costing barely 
$1 per retailer, exclusive of postage. 

In discussing the effort with trade 
observers, Sylvania officials gave full 
credit for the effective campaign to 
Igoe Brothers, the firm’s New York- 
New Jersey wholesaler, and to Igoe’s 
advertising manager, John Torpey. 
They pointed out that annual dealer 
showings were already scheduled 
when the Igoe firm was named as the 
Sylvania distributor for the vital 
metropolitan market in late May. 
With less than a month in which to 
promote Newark and New York ex- 
hibitions on June 20, 21 and 22, too 
little time for formulation of a 
normal-udget campaign, Torpey had 
to move quickly and economically. 

He achieved both crash program 
objectives, along with an effective six- 
unit mailing program, by turning for 
resources to an advertising specialties 
vendor easily accessible to all users 
of direct mail — the neighborhood 
dime store. With samples in hand, 
bought in the open market, Torpey 
chased down the wholesalers of the 
dime store items. 

The direct mail campaign was 
launched during Sylvania’s showing 


SEPTEMBER, 1961 


for wholesalers in Miami Beach with 
jumbo picture postcards going north 
to 500 dealers each day with facsimile 
hand writing “teaser” messages. Re- 
turning to Newark with his top man- 
agement three weeks before the dealer 
exhibitions, Torpey put his second 
mailing into works literally minutes 
after returning home. 

Low-cost recordings of the soft-sell 
message were mailed at the first “offi- 
cial” announcement. 

A dime store pistol with a popping 
cork, inexpensively imprinted with 
teaser copy on day-glow gummed 
labels, went out to the dealers next— 
to be followed a week before the 
scheduled showings with a toy safe. 
This was the clincher. The official 
show invitations were locked inside 
and two additional postcard mailings 
gave dealers the “combination” to 
their safes, and 1962 Profit Opportu- | 
nities. This was the last item in the 
campaign. One-color printing on vel- 
lum paper stock with an old manu- 
script appearance gave Igoe Brothers 
an impressive invitation under time 
and money strictures that made the 
usual formal stationery impractical. 

When the score was added up, 500 
dealers had seen the entire Sylvania 
line; on the strength of direct mail- 
ings of a 44¢ toy combination safe 
from Best Made Toy Company, a 24¢ 
popping pistol from New York Mer- 
chandise Company, and _ creative 
printing from Ira Kahn Printers. 
A six-piece campaign drawn from the 
open market place, with no large 
quantity purchases or creative costs 
normally entailed in custom-made 
gimmick mailings for barely $1.00. ¢ 


EMBOSSING 


Plastic credit and _ identification 
cards (plus mailing them) is one of 
CA‘s many production services. For 
o free folder describing CA’s card 
embossing efficiency, accuracy, 
speed and economy, write or call: 


CIRCULATION ASSOCIATES 
226 W. S6th ST., N.Y.C. 
JU 6-3530 


A. C. Kemble 
BUSINESS WEEK 


Comments, “‘Lewis Kleid and his compe 
tent team habitually render expert service 
on many phases of a mailer’s problems 
beyond the ordinary role of the list 
broker. In my case they have been a 
major factor in developing new sources 
of subscribers for our specialized publica- 
tion, in making old sources far more pro- 
ductive, and, not least, in sharing their 
broad experience and know-how on mat- 
ters vital to our business.” 


LEWIS KLEID, INC. 
Mailing List Consultants 
To National, Large-Volume, 
Direct Mail Sellers 


INCREASE 


WITH 


POSTCARDS 


DIRECT MAILERS 
POINT OF SALE PIECES 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 


@ Postcards cost less than I¢ each. 

© Top quality —winners of 9 straight 
L.N.A. Awards. 

@ Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT — 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Mass 
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Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 


ADDRESSING PLATES 
Scriptomatic masters composed. Lowest cost; 
highest quolity; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 
Columbus 1.5667. 


SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kam Co., 1905 West 43rd, Kansas City 3, 
Kans. TAlbot 2-188). 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 


EMBOSSING SERVICE 
A Complete Embossing Service—Plastic Credit 
Cards — Speedaumat Plates — Addressograph 
Plates—Scriptomatic Masters—Elliott Stencils— 
Submit samples for quotation—No Obligation 
—Satisfoction Guaranteed — 

MASS MAILING SERVICE INC. 
Holliston, Massachusetts 


EQUIPMENT FOR SALE 


Friden Flexowriter. 1 year old. Perfect condi- 
tion. #14234 Recorder-Producer with edged 
card punch and reader. Best offer. Principals 


EQUIPMENT WANTED 


Wish to buy front-feed typewriters for the 
preparation of Scriptomatic masters. H-C 
Corp., 16 W. 61st St., New York 23, N. Y. 


LIST MAINTENANCE 


Specialists in List Maintenance 
Compiling, interfiling and deletions. All work 
done on a per thousand basis. Reasonably 
priced. Work done on your premises. Confined 
to the borough of Manhattan and downtown 
Brooklyn. Call or write Bernard Pearlman— 


with only. Coreer Publications, 770 Lexington Ave., - 
LIST MAINTENANCE, 204—15 Foothill Ave., 
100% GUARANTEED New York 21,N.Y. Plaza 2-7733 Hollis 23, N. Y.—HO 42239 
only 
$30 per 1,000 2 Phillipsburg 


KIRBAN ASSOCIATES, Inc. 
226 Hatboro Pike, Horsham, Penna. 
OSborne 2-2040 


America’s largest, most experienced Speedav- 
mat plate embossers give you fast, accurate 
and economical stencil-cutting service for only 
$37.50 per M. Positive prompt delivery on any 
size list. Circulation Associates, Inc., 226 W. 


very reasonable 
American Addressing Equipment Co. 
1920 West Olympic Bivd., Los Angeles 6, Cal. 


Complete Speedoumat Installation 2600, and 
graphotype, plate cabinet, etc. $2,675. Box 
#94—The Reporter of Direct Mail 


St, N.Y. C. JU 63530. PHILLIPSBURG INSERTER 100M FISHERMEN/ SPORTSMEN 
Model CW-4-PMC-OFS (No. 2948-619), four Buyers and inquiries from magazine and direct ss 
ADDRESSING SCRIPTOMATIC station Postage Meter Model with Cabinet and mail adv. All year market. Alpha-Geo. $16.50M , 4 
ic Addressi weet Open Feed Station. Maximum Size Envelope on labels, one time use. ce 
thecper thon con de it x Originally installed March 1958, _Cleveland-Collins Agy., Box 48308, Los Angeles 
JEROME S. FINSTON Machine in perfect operating condition. Reason 48, Calif. 5 
Lynbrook, N.Y. for selling — owner required new type Phillips- 
LYnbrook 9-2705 burg Punch Card Billing Inserter. Present cost 450 M Catholic Buyers — Contributors avail- 
_ = - ‘ae 7 $11,000. Will sacrifice for quick sale — $6,900. able from stencils and labels. 
Scrip tie Masters pr a re FOB Phila., Pa. Price includes operator training. St. Anthony's Gift Shop 
quality work — 100% correct. Typewriter MODERN MAILERS, INC. 120 Liberty St., N.Y.C. 6 eas 
oddressing — practically “‘do-it-for-nothing” 3304 Arch Street 
prices! Find out. The Roskom Co., 1905 West Philadelphia 4, Pa. MAILING LISTS — 500,000 CAREFULLY 
43rd, Kansas City, Kansas. TAlbot 2-1881. Phone: 215-EV-6-2266 SELECTED nomes in the Agricultural Field. In- 
LOWEST RATES for Scriptomatic addressing. For Sale—Scriptomatic Model No. 10 in first Growers, Corn Growers, Canners, Shippers, 
Only $3 per M your list. Only $10 M our class condition for 2/3 cost of new one. Write Dealers and many other categories. Write for > 
rentals, including 20,000 schools, other lists. E. M. Pittenger, 656 W. Washington Bivd., free brochure “Agricultural Lists”, Macfarland % 
T & F News, Box 296, Los Altos, Calif. Chicago 6 Co., Box 540-D, Westfield, New Jersey. 
ADVERTISING AGENCIES Model 6381 Keyboard Graphotype for Speed- = 1244 Cincinnati Executive List and 155M se- 
aumat Plates—$550. Also 20,000 Speedaumot 
b lected Engineers’ Lists. Geo-Alpha on speedau- 
Puli rand alloy plotes—$120. Michigan TB Assn., 
uiling direct selling mail order advertising 403 Se Sean 14, Mich. IV 4.4541 mat. Converting to punched cards. Decision 
campaigns in newspapers, magazines, trade pe Inc., Cincinnati 14, Ohio. 
Martin Advertisi A 15 40 St, 
Dept. 33A, N. vo Py Est. 1923. Complete Pollard-Alling Installation, late serial NEW FLORIDA BUSINESSES 7 
bers, Model EP, Model H, Reliefograph, Complete listings of new businesses, licensed 
ANTIQUE TYPE FOR OFFSET $6,500. Box #97—The Reporter of Direct Mail in Florida monthly. (Currently running 650- 
= 750.) —type of business and mailing 
FOTO-FONTS NO. 4 — 16-page, 8x10 in. addresses. 12 issues — $20. For details and 
book contains 14 full fonts, including Tuscan EQUIPMENT WANTED free comple copy write te 
Ornate, Ombree and Outline, Arboret, Dres- — Magazine, P. O. Box 150, 
den, Crayonette, Jim Crow, Chisel, Rustic, etc. ampa, For 
Size range, 18 te 36 pt. to set tn precision Automatic Graphotype #6700 and 
alignment. Price complete, only $488 pest tape per ‘orator #7700. Late models in good 
geld, other endl condition. Would consider Flexowriter in place ENGINEERS AND SCIENTISTS 
ast Gece of tab perforator. Give full particulars includ- Over 155,000 at their home address. Select by 
rr ing serial number Box #92. types. On plates. Lowest rates. DECISION /Inc., 
, The Reporter of Direct Mail 2616 Colerain Ave., Cincinnati 14, O. 681-6800. 
BUSINESS OPPORTUNITIES WANTED: Used Flexowriter in good dition, 
eee ee with electric tape winder and stand. State age PROSPECT MAILING LISTS f 


MAILING COSTS REDUCED thru our proven 
and successful service of coordinating national 
advertisers of prestige stature for cooperative 
mailings. “ad-mail,” 225 W. 34 St.. N. Y. 1. 


MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Al- 
pha Geo Names. Buyers of Books and Mago- 
zines on Gardening, Farming and Health. 
Active and clean expires. Your Broker knows 
our reputation for results. Rodale Press, Em- 
maus, Pa. 


of machine, serial number and price. 
THE AMERICAN PAPER PRODUCTS CO. 
8401 Southern Blvd. 
Youngstown 12, Ohio 


Busi . professions, trades. Buy complete 
or by states. In manuscript form. Alfred G. 
Latcha, 22448 Barbara St., Detroit 23, Mich. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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MAILING LISTS WANTED 


Wanted to buy—These Mailing Lists public 
school districts; schools with cafeterias; school 
lunch directors; school superintendents. 
Advise number of names and price. 
Powers Equip tc y, Inc., Hatboro, Pa. 


P 


MATERIAL FOR SALE 
FOR SALE: Outstanding collection of gimmick- 
type direct mail promotion pieces featuring 
every type of visual and verbal effect. Valuable 
idea file. Inspection by appointment: P. K. 


Thomajan, Carlstadt, New Jersey (Geneva 
8-0256). 


MATERIAL WANTED 


DIRECT MAIL PROMOTIONAL PIECES WANTED 
FOR STUDY AND EVALUATION. OBJECT 
THESIS. FOULGER-EDINGTON, 423 WILSON, 
NEW WESTMINSTER, CANADA. 


OCCUPANTS 


Occupant Coverage on labels west of Miss 
Income and Dealer selection available. Market 
Compilation & Research Bureau, 10561 Chand- 
ler Blvd., North Hollywood, Calif. TR 7-5384 


PLASTIC CARD EMBOSSING 


America’s largest, most experienced plastic card 
embossers and mailers give you complete pro- 
duction for credit and ID cards in any quantity. 
Fast, accurate and economical service. Circula- 
tion Associates, Inc., 226 W. 56th St., N. Y. C. 
JU 6-3530. 


SPEEDAUMAT ZINC PLATES 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 
only 
$30 per 1,000 
KIRBAN ASSOCIATES, Inc. 
226 Hatboro Pike, Horsham, Penna. 
OSborne 2-2040 


SPEEDAUMAT PLATES 


For just '2¢ per plate more your lists can be 
beautifully embossed, fully punctuated, and 
guaranteed 100% accurate. Virgin zinc plates. 
Base price $40.00 per M. Advertisers Address- 
ing System, 703 North 16th St., St. Louis 3, 
Missouri. 


STENCIL CUTTING 


ELLIOTT STENCIL CUTTING. Fast Service, Ac- 
curate Workmanship. Inked and ready for 
use. Advise quantity—we will quote promptly. 
Write, Phone or Wire LEWIS ADVERTISING 
CO., 6 S. Green St., Balto. 1, Md., LE 9-5100. 


MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area . . . A. J. Gould, Albert 
Frank-Guenther Law, Inc., 131 Cedor Street, 
N. Y. 6... National . . . Mrs. Ruth L. 
Laguna, Direct Mail Advertising Association, 
230 Park Ave., New York 17, N. Y. 


SEPTEMBER, 1961 


NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 


up of .. . “Names In The News” 


Robert F. Stott, formerly sales rep for 
Hooven Letters, opened his own direct 
mail firm, “impressions incorporated” at 
122 East 25th Street . . . Dick Benson, 
formerly circulation director for Ameri- 
can Heritage, opens his own consulting 
firm under his own name at Embassy 
House, 301 East 47th Street, NYC... 
Gerald C. F. Allen has joined William 
Hart Adler Inc. as VP in charge of media 
and research . . . Bruce Andrews now 
heads his own direct mail counseling ser- 
vice at 28972 Minton, Livonia, Mich... . 
Carol Zaiser has been named Chief of 
Media Research at Public Relations Aids 
.. . Richard E. Fisher is the new director 
of public relations for Northeast Airlines 
... T. L. Kinch has been appointed ad- 
vertising director for Hamilton Kent 
Manufacturing Co. . . . Lawrence Sporn 
upped to ad sales manager for Ziff-Davis 
electronics group. William McRoy ditto 
to Eastern ad sales manager . . . John W. 
Herdegen recently elected to head special 
creative group at Geyer, Morey, Mad- 
dern & Ballard .. . Walter Henry Nelson 
has joined the staff of Fred Rosen Asso- 
ciates . . . George W. Manuel has been 
appointed field sales manager of commer- 
cial equipment for the Norge Division of 
Borg-Warner Corporation . . . Richard 
E. Gantz has been named Sales Manager- 


Offset by A. B. Dick Company . . . James 
A. Mulcahey has joined the New York 
advertising sales staff of Redbook .. . 
George M. Martin new general manager, 
and Jack E. Allen new marketing man- 
ager for Peggy Newton Inc. . . . William 
G. Lee has been appointed copy super- 
visor in the Chicago office of Fuller & 
Smith & Ross . . . Jerome W. Romaine 
has been appointed sales promotion man- 
ager for Congoleum-Nairn Inc. . . . 
Howard Harkavy has joined Hazard Ad- 
vertising as a vice president . . . Charles 
H. Kellstadt, chairman of the board of 
Sears, Roebuck Inc. is the 1961 winner 
of the annual Poor Richard Award .. . 
George Keoki Matsuda has been ap- 
pointed Western district sales manager 
for Orchawaii . . . Robert E. Borden will 
be executive director of a new promo- 
tional council soon to be formed by the 
graphic arts and publishing industries .. . 
George and Barbara Connell, Type ‘N’ 
Main Services, have acquired Letters Un- 
limited, 14 year old mailing service .. . 
Philip I. Ross Co. recently awarded the 
Lee Donnelly Trophy for the year’s most 
notable advertising by the FAAG in San 
Diego, California .. . Nemer Advertising 
moves to 2323 Wayzata Boulevard, Minn- 
eapolis, Minnesota . . . Burdick & Becker 
renamed Robert A. Becker Inc. 


Investina LOW COST 


CLASSIFIED 


Scan these two pages to see the 
wide range of products and ser- 
vices offered through our classi- 
fied pages. You, too, can reach 
our readers at a low $2.00 a line 
... only $1.50 for either Situation 
Wanted or Help Wanted. Send 
copy directly to our offices at 224 
Seventh Street, Garden City, New 
York, or contact one of our repre- 
sentatives (listed on Page 3) for 
further information. 
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ACCENT oS: EXCITING ATTENTION-GETTERS 


Brownie Manufacturing Co... 261 Broauway, New York 7, N. Y¥. (WO 2-0546) 
ADORESSING 
Creative Mailing Service, Inc - 60 N. Main, Freeport, N. Y. (FR 8-4830) 


ADDRESSING MAILING 
Automatic Mailing & Printing Service, Inc 
820 Newark Ave., Elizabeth, N.J. (FL 1-2211) 


Mailmasters, inc 460 Nordhoff Place, Englewood, N. J. (LU 7-411) 

Shore Direct Mail, Inc ¥ll First Ave., Asbury Park, N. J. (GR 3-2063) 

SCRIPTOMATIC 

Jerome S. Finston...... Tz Seranton Ave., Lynbrook, L. N. (LY 9-2705) 

Belmar Typing Service 91-71 Lith St., Richmond Hill 1 6-5322) 

Kae Lewis Adaressing . 987 Schenectady Ave., Brooklyn 3, N. (DI 2-4793) 

S&S8 Typing Service 05 Fifth Ave., New York, N - “(MU 2-0326) 
ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 

The Buckley Urganization..... Philadeiphia Nat'l Bank Bidg., Philadeiphia 7, Pa. 

Grant, Schwems, Maser, inc... 520 N. Michigan Ave., Chicago li, LL (WH 38-1033) 

A. A. Archbold, Publisher........419 South Main St, urbank, Calif. (TH 2-27935) 

Idea Art eee Fifth Ave., New York 16, N. ¥. (MU 6-7270) 

22. 200 Pleasantville 3, N. J 


ADVERTISING “SPELIALTIES 
American Advertising Speciaities Co., 


Kockaway Ave., Brooklyn 33, 6 toes) 

lettering Co., Inc... ....... 905 bast 40th New York 17, 3-4¥43) 

Corp ese Beeciwood Ave., New Rochelle, N. ¥. (NE 3-5600) 

K. 100 Gold St., New York 38, N.¥. (YU 6-4390) 
ART AND DESIGN yee DIRCCT MAIL a 

Al Corehia, Jt... > Park Ave. So., New York 3, N. Y. (OR 4-5740) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service N. € lark Chicago 
Letters 352 Fourth Ave., York 
Keynoids & Keynoids East Main street, Columbus ¥, “Ohio 100) 
CHESHIRE MAILERS 
Automatic Mailing & Printing Service, Inc 
Newark Elizabeth, (FL 1-2211) 


Mail-O- Matic te 46, Parsippany, N. J. (WE 4-8442) 
copYwaiters (Free Lance) 

Paul J. Bringe.. : Pirst Nat. Bank Bidg., Hartford, Wis 
the copy shop eevceceoeenese 270 Madison Ave., New York 16, N. ¥. (MU 3-1455) 
Alfred G. Lawha............ 22448 Barbara St., Detroit 23, 
Meuy Mathewson............ ¢ ooper Ave., pper r, N. J. (PL 6-535 
Urville .106 N. State Howell (Tel. 85) 

pinecT ‘ADVERTISING AND PROMOTION 
The Palette Service. scovcan 100 Fifth Ave, ey York 11, N.¥. (CH 2-8545) 
DIRECT MAIL AGENCIE 

ad-mail”’ Publishers 225 West 34th Street York 1 Y. (LA 4-9116) 
Ahrend Associates, Loc. ..601 Madison Ave., New York 22, N.Y. (PL 1-0312) 
Awerican Mail Advertising. ine. . ee ...610 Newbury St, Boston 15, Mass 
Ansa-Letter, Div. of Latham Process Corp.. 200 Hudson St., N. Y., N.Y (WO 6-4500 
B. 1. A. House.............26-32 Clifton St., London E C 2, Eng. (Bishopsgate 4377) 
Leo P. Bou Jr . eee 64 E. Jackson Bivd., Chicago 4, Il. (HA 7-9187) 
The Buckley Organization. ..... National Bank Bldg., Philadelphia 7, Pa. 
The Connelly Organization, Inc 2400 Walnut St., Philadelphia 3, Pa. 
Dickie Raymond, Inc oes 225 Park Ave., New York, N. ¥. (MU 6-2280) 
Direct Mail Markets Co., Inc......515 Madison Ave., New York 23, N. ¥. (PL 9-3113) 


Direct Mail Service 
2161 Monroe Drive, N. z. P.O. Box 13446, Atlanta 24, Ga. (TR 3-3221) 
The Creative Division of James Gray, Inc 


216 East 45th St.. New York 17, N. Y. (MU 2-9000) 
Jom M. Lord & Co... 171 Newbury St., Boston 16, ‘Mass. (CO 77-1020) 
Lawrence G. Chait & Co. Inc 375 Park Ave., New York 22, N. Y. (PL 1-7220) 
Harold Marshall Advertising Co.; Ine 

at Madison Ave., New York 16, N. ¥. (MU 6-5652) 
Maxwell Sackeim-Franklin Bruck, 

Madison Ave. New York 22, N. (PL 1-3151) 


McCormick Armstrong 501 Douglas ‘Wiehita 1, Kans 
MeVicker & Higginbotham, Ine. “Li West 42 ind St.. New York 36, N. Y. (OX 5-4082) 
Monogram, In 515 Madison Ave., New York 22. N. ¥ (PL 83-8974) 
R. L. Polk & Co 431 Howard St., Detroit 31. Mich. (WO 1-9470) 
Reply-O Letter Co., New York. .7 Central Park West, New York 23, N. ¥. (CI 5-8118) 
Reply-O Letter Co, Chicago .664 No. Michigan Ave., Chicago 11, TL. (MI 2-2858) 
Reply-O-Letter Co., Boston .. 10 Post Office Square, Boston 9, Mass. (HA 6-1555) 
Reply-O Letter Co., Cleveland 1750 Bast 23rd St., Cleveland 1, Ohio (PR 1-8470) 
Reply-O- Letter 2515 Mall-Well Drive, Portland 2, Ore. (OL 4-3131) 
Reply-O Letter Co., San Francisco 

1485 Bay Shore Bivd., San Francisco, Calif. (JU 6-2267) 


Reply-O Latter Co., Toronto, ja 
Inner Court, 33 Scott St., Toronto 1, Canada (EM 3-8797) 
Reply -0- Letter a. 1 Brisbane, Australia 167 Queen St., Brisbane, Australia (B 244) 


Responda Letter.... 910 West Van Buren St., Chicago 7, Til. (MO 6-9878) 
Responda Letter ; In N. Y. C., dial 211, ask for Enterprise 6530) 
The Reuben Donnelley Corp Prudential Pret, Chicago 1, 
Sales Letters, Inc , 153 West 23rd St., New York, ¥. (WA 9-2680) 
The Smith Company... 47 Fremont St., San Francisco 5, Gali (SU 1-6564) 


1 
S. Broadway, Los Angeles 7, Calif. (RI 9 
The St. John Associates, Inc 75 West 45th St.. New York 36, N. Y. (JU 2-3344) 
William Steiner Assoriates, Inc 42 Bast 64th St.. New York 21. N. Y. (TE 8- 
Yeobdel Sandler Adriann Ine. 1 Gramercy Park, New York 3, N. ¥. (OR 4-0400) 
Smee | MAIL CREATORS AND PRODUCERS 

Cabot- Letter. . 910 West Van Buren St., Chicago 7. TIL (MO 6-9878) 
Cabot-Latter....... In New York City, dial 211, ask for ENTERPRISE 653¢) 
DMCP Associates, Inc. (Headquarters) 

$14 Jefferson Ave.. Toledo 2, Ohio (CH - 8316. TWX TO 372 UV) 


Smith & Hemmings 


Lawrence O Catt & Co., Ine 75 Park Ave New York 22, N_Y. (PL 1-7220) 
The Rylander Co......... ove W. Jackson Bivd., Th. (RA 6-4760) 
DIRECT MAIL 
American Automatic Typewriter Co.... 23. N. Pulaski Rd., Chicago 39. TL 
Rell & Howell. Phillipsburg Phillipsburg, N. J 

Bunn Co ...7605 S. Vineennes “Chicago 20 I. (HU 3-445 
Cheshire Ine eves No. Honore St., Chicago 2, Til. 


BR. Sherifan..... ee --220 Chureh 8t., New York 13, N. ¥ 
Eastman Kodak Comnany Rochester, N. Y. 


Find the product or service you 
need help in, have your girl type 
a simple letter asking for samples 
and literature from all names 
under a specific heading. These 
producers and suppliers will be 
glad to contact you by return 
mail. 


LISTINGS ONE LINE PER ISSUE, $24.00 PER YEAR. UNDER SPECIAL HEADINGS, $30.00 PER YEAR 


Elliott Industries, Inc. ococencccccecessesses 143 Albany St., Cambridge 39, M 
Pelins Tying Machine Co..........3551 N. 35th St., Milwaukee 16, Wis. (HI 5- 7131) 
1350 Washington Are., San Leandro, Calif. 
South Kostner St., Chicago 23, lil. 
International Business Machines Madison Ave., New York 22, N. 
Mailers Equipment Co., Inc.. 404 West 15th St., New York 11, N.¥. (CH $-3442) 
Pitmey-Bowes, Inc........ Walnut St., Stamford, Conn. (FI 3- 
Scriptomatic, Inc....... cesee ..310 N. 11th St., Philadelphia 7, Pa. (WA 2-1251) 
Vari-Typer 420 Frelinghuysen Ave., Newark 12, 
Chauncey Wing's Sons..... T8 Pierce St., Greenfield, Mass. 
MAIL SPECIALTIES 
Let's lave Better Mottoes c. 
t Ninth Street veland 15, Ohio (SU 1-4220) 
DRoP- ship NURSERY items 
Miracle Bowl! Corp *O. Box 208, Englewood, Colorado (SK 6-4237) 
ELLIOTT CUTTING 
2123 East Ninth st., Cleveland 15, Ohio (SU 1-4220) 
Universal Color Corp..............2 [14 Sullivan St., New York 12, N, ¥. (AL 4-0610) 
Alee Business Service, Inc......32-15 33rd St., Long ‘Island City 6, N. ¥. (AS 8-4302) 
Creative Mailing Service.......... .. 460 N. Main St., Freeport, N. ¥. (FR 8-4830) 
Elliott Addressing Machine Co... ... ii7 Leonard St., New York 13, N. ¥. (WA 5-1372) 
ENVELOPES 


The American Paper Products Co 
Envelope Terrace, Southern Blvd. at McC lurg Ra., a ay Ohio (SK 8-4545) 


P Box 1267, Avanta 1, Ga. (TR 6-3686) 
Berlin & Jones Company. ........601 West 26th St, New York 1, N. ¥. (WA 4-4400) 
The Boston Envelope Co........... , 3u7 High St., Dedham, Mass. (FA 5-6700) 
Brohard & Associates, Inc...... ..2707 McKinney Ave., Dallas 1, Texas (TA n+ i 
Columbia Envelope Co.... 2015 N. Hawthorne Ave., Melrose Park, Ill. (FI 3-0100) 
Business Envelope Manufacturers, Inc................ Pearl River, N. Y. (PL 1-6270) 
'.1000 University Ave., St. Paul 4, Minn. 
Detroit Tullar Envelope Co..........2139 Howard St., Detroit 16, Mich. (TA 5-2700) 
Double Envelope Co............ Roanoke, Va. (EM 6-7644) 
Garden City Envelope Co 3001 No. Rockwell St. Chicago 18, Ii (CO 7-3600) 
The Gray Envelope Mfg. Co. 55 33rd St., Brooklyn 32. N. Y¥. (ST 
Heco Envelope Co...... ° 4500 Cortland St., Chicago 39. Ill. (CA 7-2400) 
L & H Envelope Corp 11-17 “Beac h Street, New ‘York 13, N. ¥. (WO 6-3553) 
North Coast Envelope 

Manufacturing Corp............... 2 Prince St., Brooklyn 1 . ¥. GA 2-6161) 
Rochester Envelope Co.............. 2 Clarissa St., Rochester 14, ‘~ “y (HA 6-2404) 
S. Cupples Envelope Co., Inc... "36 © Furman St Brooklyn 2, N. ¥. (TR 5-6285) 


Specialty Envelope Co.. oon 224 West Bighth St, Cincinnati, Ohio (CH 1-3641) 
The Standard Envelope Co. 1600 East 30th St., Cleveland 14, Ohio (PR 1-3960) 
Tension Envelope Corporation... ... 19th & Campbell, ‘Kansas City §, Mo. (GR 1-3800) 
factories: So. Hackensack, N.J.; Memphis 2; St. Louis 1; Minneapolis 1; Des Moines 
14; Ft. Worth 12; Sales Offices—New York, Chicago and most cities east of Rockies. 


Transo Envelope Co .3542 N. Kimball Ave., Chicago 18, Ill. (IR 8-6914) 
Plants in New York, Chicago, Los Angeles—Offices in All Srinetpet S143 
United States Envelope Co Springfield 2, Massachusetts (RE 11) 
Sales Offices — 217 Broadway, New York 7, New York (BA 17-5700) 
221 N. LaSalle Street, Chicago, Illinois (CE 6-5261) 

Factories — Worcester 5, Mass Springfield 2, Mass.; Rockville. Conn.; 
Metuchen, N.J Indianapolis 6,, Indiana: Waukegan. Il; At- 
lanta Georgie: Dallas 20, Texas; San Francisco, Calif.; Los 

Angeles 23, alif 
Wolf Detroit Envelope Co... ... 14700 Dexter Bivd., Detroit 32, Mich. (DI 1-2221) 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc.............. 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Garden City Envelope Co........... 3001 N. Rockwell St., Chicago 18, Tl. T- ) 
Heco Envelope Co................ ...4500 Cortland St., Chicago 39, Ill. 7 ) 
L & H Envelope Corp 11-17 Beach Street. New York 13, 
North Coast Envelope 2 Prince St., Bklyn. 1 2 
Tension Envelope Corporation. . h & Campbell, Kansas City ~ Nite. -$ 
The Sawdon Company, Inc...... ‘iso tone Ave., New York 17, N. Y. U 6-8565 
The Wolf Envelope Co.......... 1750 E. 23rd St, Cleveland 1, Ohio (PR 1-8470) 
jelhoferstrasse 38. Zurich 1, Switzerland 
DeMutator N. Willems arkweg 113, Amsterdam, Holland 


New York, Amsterdam, Paris 
654 Madison Ave. New York 21, N. ¥. (PL 3-0170) 


Letters U. 1166 Sixth Ave.. New York 36. Y. (CO 5-2294) 
Caragol .Ausias March, 5 Barcelona, 10—Soain 
86/88 Lane, London 8.W. 2 
C. F. Sandberg Direct Mail A/S sepanaasnes Raadhurst 8, Oslo, Norway 
GOLF BALLS—imP 
Golf Ball rit} ypiy Co P. O. Box 4332. Phil 18, Pennsylvania (PE 5-9910) 
GUMM D STAMPS—LITHOGRAPHED “AND PERFORATED 
Eureka Specialty Printing Co. : 0 Electric St.. Scranton, Pa. (DI 6-6511) 
Flemming-Potter Co., Inc. 1270 toe New York 1, N. Y. (LM 5-5359) 
Fieming-Potter Co., Inc... . ...185 N. Wabash, Chicago 1, Til. (ST 2-4927) 


INSERTING SERVICE—AUTOMATIC MACHINE 


Advertising Distributors of America, Inc 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Advertising Distributors of America, Inc.. New York. 
25 machines 400 Madises Ave., New York 17, N. Y¥. (MU 8-6500) 
Automatic Mailing & Printing Service, Inc. 
829 Newark Ave., Elizabeth, NJ. (FPL 1-2211) 
Bonded Mailings Inc. Nationwide. . 196 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 


Cireulation Associates . ° 45 Broadway, New York, N. Y. (JU 6-3530) 
Creative Mailing Service. eensens 460 North Main St.. Freeport. N. Y. (FR 8-48390) 
Duffy Blectronic Mailers............ 918 N. 4th St.. Milwaukee 3. Wise. (BR 3-7852) 
Decision/Ine............. Red Bank Rd. Cincinnati 27, Ohio (BR 1-3200) 
Lemarge Mailing Service Co... .. 417 Jefferson St., Chicago TI! 
480 Nordhoff Place, Englewood, N. J. (LO 7-4811) 
Mailings Weat 13th St.. New York 11. N. Y. (WA 9-5188) 


Shore Direct Mall, Inc. 911 First Ave., Asbury Park, N. J. (GR 3-2063) 
Western Expire Direct #12 Heward St.. San Franctero 5. Calif. (GA 1-8500) 
LABEL AFFIXING WITH AUTOMATIC MACHINES 
Advertising Distributors of America, Inc 


4444 Cass Ave., Detroit 1, Mich (TE 3-0500) 

Malling Incorporated , 55 West 13th St.. New York 11. N. Y. 9-5188) 
LABELS AND LABEL AFFIXING MACHINES 

Eureka Specialty Printing Co...... 530 Electric St., Scranton 9, Pa 

LABEL 

Potdevin Machine Co.......... orth St., Teterboro, N. J. (AT 8-1941) 
LABELING SERVICE—auTOMATIC MACHINE 

Bonded Mailings, Inc.—Nationwide.. .. 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 


385 Gerard Ave., New York 51, N. Y. (MO 5-1818) 
Mass. (TR 3-3511) 

357 Cortlandt St., Belleville 9, N. J. (PL 9-5500) 

...9 Murray St., New York 7, N. Y. (BA 7-7771) 
‘LETTER GADGETS 


cc 45 West 45th St.. New York 36. N. Y. (JU 2-2186) 
Rovert Straub & Co.............542 South Dearhorn St., Chicago 5, Ill. (WA 2-1881) 
Arthur Thompson & Compan 14 rket Place, Baltimore 2, Md. (PL 2-4806) 
MAIL “ADVERTISING SERVICES (Lettersheps) 


BELLMORE. NEW YOR 
Ambassador Mail Ac Co. ...2050 Bellmore Ave., Bellmore, N. Y. (CA 1-33903 
RROOKLY 

Valco Reproduction & Mailing Service, Inc 

1715 Ave. Z, Brooklyn 35, N. Y. 


(TW 1-4400) 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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CHICAGO 
Doolitule & Company, Inc....... 320 


CLEVELAND 
Cleveland Letter Service, Inc 740 W, Superior Ave. (13) (SU 1-8300) 
Mobert Silverman, Inc... ... 1270 Ontario St., (13) (CH 1-6575) 


OETROIT 

Auvertising Distributors of America, 4444 Cass Ave. (1) (TE 3-0500) 

Advertising ter Service 2390 Jefferson Eost (7) (LO 7-9335) 

National Mailing Corp... 6201 Grand River Ave. (8) (TY 38-2611) 
L. Volk 431 Howard St. (31) (WO 1-y470) 


ELIZABETH, NEW JERSEY 


Automatic Mailing & Printing Service, In 
829 Newark Ave., Elizabeth, N.J. (FL 1-2211 


N. Dearborn St. (10) (SU 7-1722) 


HOUSTON, TEXAS 
Premier Printing and Letter Service..............2120 McKinney Ave. (CA 4-6176) 
LOS ANGELES 

Krupp’s Adv. Mailing S oon OO W. Pico Bivd. (6) (DU 5-5421) 
The Mailing House e., Los Angeles 2¥, Calif. (NU 5-4271) 
MIAMI, FLORIDA 

Ace Letter Service Co. 3800 N.E. lst Ave. (PL 7-4577) 
NEW ORLEANS, LA. 

Monahan Bros., 

NEW YORK CITY 

Advertisers Mailing Service, Inc 
Chase Direct Mail Service Corporation. 
Circulation Associates... . 


535 Gravier St. (524-8248) 


45 West 13th St., New York, N.Y. (AL 5-4500) 

..305 Bast 45th St., New York (OR 9-s160) 
.1745 Broadway, New York, N. Y. (JU 6-3530) 

Latham l’rocess Corporation 0 Hudson St., New York 13, N. ¥. (WO 6-4500) 

Mailings Incorporated. “ West 13th St., New York 11, N.Y. (WA 9 5188) 

Mailograph Company, Inc............. 39 Water St., New_York 4, N. Y. 

Mary Ellen Clancy Co. .250 Park Ave., New York 17, N. ¥ 6-7833 

The St. John Associates, 75 West 45th St., New York 36, N. ¥. (JU 2-3344) 

NEWARK, 

Shipman Mailing Service 

PHILADELPHIA 

The Connelly Urganization, Inc... . 

Woodington Mail Advertising Serv 

PITTSBURGH 

Advertisers Associates, Inc.. 

ROCHESTER, NEW YORK 

Ayer & Streb 

SAN FRANCISCO 

The Smith Company 

ST. LouIS 

The Alan Company 

WESTFIELD, NEW JERSEY 

Union County Printing & Mailing Service.... . -233 North Ave. (AD 2-8393) 

MAILING LISTS — - BROKERS 

Accredited Mailing Lists, Inc.....10 East 39th St., New York 16, N. ¥. (MU 3-1356) 

Archer-Bennett List Service, Inc...140 West 55th St., New York 19, N } 5 
..71 Grand Ave . Englewood, N. 

il West 42nd St., New York 36, N. 
331 4th Ave., New York 16, N. 


Newark 2, N. J, (MI 2-0170 


2400 Walnut St., Philadelphia 3, Pa 
04 Arch St. (7) (LO 3-1840) 


627 Penn Ave. (AT 1-6144) 
15 South Ave. (BA 5-6340) 
67 Beale St. (SU 1-6564) 


-1427 Lucas Ave. (3) (MA 1-4727) 


George Bryant & 5 
The Coolidge Co., Inc. 
Dependable Mailing Lists, Inc cr. (OR 9-7160 
Direct Mail Markets Company, Inc. 
515 Madison Ave., New York 22, N. Y. (PL 9-3113) 
$33 N. Michigan Ave., Chicago 1. Ii. (RI 6-7453) 
Park Ave. South, New York 10, } 7 
.-160 Engle St., Englewood, N. J. 
Armonk, N., 
West 45th St., New York 36, N. Y. 3 
0 Main St., Webster, Mass. (943-2 7380 


(OX 5-3225) 


Walter Drey, Inc 
Walter Deey, Inc.... 
Guild Co. 


Cell ovine 
Fisk Building, 250 West 57th St.. New York 19, N. Y. (JU 6-3 7 7) 
Willa Maddern, Inc 215 4th Ave., New York 3, N. ¥. (SP 7-746 
Mosely Mail Order List Service, Inc...38 Newbury St, ay 16, Mass. 

Names in the News ee 45 West 18th St., New York 11, N. Y. 

Names Unlimited, Inc. 352 Park Ave., South, : 
People in Places, Inc. R 7-3774) 
Planned Circulation 1 (MU 7-4158) 


,.New York 19, N. (CI 6-2662) 
The Roskam Comp uy , Kansas City 41, 2-1881) 
C. H. ““Hank’’ Ruby & Ine... West Sist St., New York 19, N. Y. J 6-5315) 
Sanford Evans & Co., Ltd. ae 5 Research Rd., Toronto 1 , Can 
William Stroh, - Sich. St 4 (vu? -4800) 
James E. True Associates New York, N. ¥. (MU 9-0050) 
cross REFERENCE—BY SUBJECT 
FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
ABOVE OR COMPILERS & OWNERS 
Business by Ratings, Executive. Professional Lists (Ed Burnett Inc.) 
Direct Mail Users above 36,000. (Reporter of DM) 
Financial Lists..... (E-Z Addressing Service) 
Mail Order Lists ....(The Roskam Company) 
Opportunity Seekers and Start in Busines 00,000 (William Stroh, Jr.) 
MAILING LISTS — COMPILERS & OWNERS 
Active Mail Order List Co........241 Lafayette St., New York 12, N. Y. (WA 5-2450) 
Abbott Natienal Mail Servive, Inc 
41-26 Queens Bivd., Long Island City 4, N. (ST 6-1088) 
Bookbuyers Lists, Inc 62 Broadway, New York 13, N. Y. 7 
Buckley- Dement Jackson Blvd, Chicago 6, 
Ed Burnett, 56 Fifth Ave., New York 10, N. Y. (/ 
Creative Mailing Service 460 N. Main St., Freeport, N. Y. (FR 
Directory of Associations, Gale Research Co. 
te Book Bidg., Detroit 26, Mich. (WO 
Walter Drey, N. Michigan Ave., Chicago bY Til. (FI 
Walter Drey, 4-7 


. 257 4th Ave., New York 10, N. Y. (OR 

Dunhill International List Co., ine, 
44 Park Ave. South. New York 16, N. Y. (MU 6-3700) 
83 Washington St.. New York 6. N. Y. (HA 2-9492) 
67 West 44th St.. New York, N. Y¥ 
-28 gE. 22nd St.. New York 10. N. Y. (OR 4-642 
Industrial List Bureau 420 Main St., Webster. Mass. (943-2780) 
Industrial Machinery News 16237 eee Road, Detroit 35, __ (UN 38-5811) 
Mailing List Compilation Bureau. .2570 East 18th St., Brooklyn 35, N. Y. (SH 3-5736) 


Market Compilation Bureau, 
10561 Chandler Bivd., N. Hollywood, Calif. (ST 7-5284) 
Occupant Mailing Lists of America 230 North 4th St., Columbus, Ohio 
Official Catholic Directory a New York N. (BA 7-2900 
R. L. Polk & Co. d § Detroit 31. Mich. (WO 1-9479) 
Professional Accountants Lists........126 Liberty St.. New York 6, N. ¥. (BA 7-9060) 
R. L. Rashmir - 5410 Canuenga Blvd., N. Hollywood, Calif. (PO 6-9539) 
Raymond-Loew Associates, Inc........52 Bron N. Y. (WH 4-4487) 
Reporter of Direct St., Garden City, N. (PT 6-1837) 
Research Projects 404 Park Ave. S.. New York 16, N. Y. (JU 2-0830) 
Sistemas Postales, Euiticio Imperial Oficina 
94-95 Plaza Candelaria. Caracas, Venezuela 
Special Correspondents 


< 230 East Ohio St., Chicago 11, Til 
Speed Address Kraus Company 


Addressing Serv 
Fawcett Publications 
Fritz S. Hofheimer 


48-01 42nd St Lene Island City 4, WN. Y¥. (ST 4- w+ 
P. O. Rox Atlanta 1, 
. 568-570 54th St., West New York, N. (TN 4 
..29 Hanse Ave., Freenort. N (FPR 9-312) 
44 Honeck St., Fnglewood, N. J. (LO 9-5200) 
ee 15 East 26th St.. New York 38, N. ¥. (MU 5-6278) 
MAIL OnDES CONSULTANT 
Arthur W. Bandman Main St., Roslyn, L. I.. N. ¥. (MA 1-7099) 
Direct Mail Markets Company. Inc... sis Madison Ave., N. Y. 22, N. Y. (PL 9- 3113) 
Flerbert L. Kellner & Associates 131 8. Wabash Ave., Chicago 3, Il! 2242) 
John A. Smith ° 212 So. Myrtle Ave.. Clearwater, 
Lawrence G. Chait & Co, Inc. New York 22. N. ¥ 
William Bogoluh & Sta ° Broadway, Chicago 40. Ti. (RO 1- S310) 
MARKETING. MAIL ORDER CONSULTANT 
Lawrence G. Chait & Co., Inc 75 Park Ave., New York 22, N. Y. (PL 1-7220) 
MA NUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg. C Sth St., New York 11 3-0692) 


Stenhens Distributing Co. 
William Stroh, Jr 

Watson Corporation 
W. 8S. Ponton, Inc 

Zeller and Letica, Ine.. 
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SUPPLIES 
Chicago Ink Ribbon Co. S. Wells St., Chicago 6, Ill. (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc. 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Distributors of America, 


Inc 
400 Madison Ave., New York 17, N. ¥_ (MU 8-6500) 
Occupant Mailing Lists of America 239 North 4th St., Columbus, 
Western Empire Direct Ady, Co...612 Howard St., San Francisco 5. Calif. (GA 1-8 
Western Empire Direct Adv. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8- 3251) 


PAPER MANUFACTURERS 
Allied Paper Mills 1608 Lake St., Malgmeses, Mich. 
American Writing 


lyoke, Mass 
Appleton Coated Pa 825 EB. Wisconsin Ave., Appleton, Wisc. ite 4-9841) 
Bergstrom Paper Company. Neenah, Wisc. 
Eastern Fine Paper and Pulp Div., Standard Packaging Corp., Bangor, . (2-522) 
Ecusta Paper Division, Olin Mathieson Chem. Corp Pisgah Forest, N. C. 
Finch, Pruyn & Co., Inc.. Falls, N.Y. 
Hammermill Paper Company ., Pennsylvania (GI 6- 8811) 
Howard Paper Mills, Inc. ..«.115 Columbia St., 
International Paper Co . New York 17, N 
Kimberly-Clark Corporation... Neenah, Wis 
Mead Corporation. 
Nekoosa-Edwards Paper Co..... 
New York & Pennsylvania Co. 
Peninsular Paper Co... 
Rex Paper Co. 
Rising Paper Co. 
8. D. Warren Company 
Sorg Paper Company 


Ypsilanti, 
Kalamazoo, Mich. (FI 2- 
Mass. 


PHOTO ENGRAVERS 
44 West 28th St., New York 1, N. Y. (MU 9-8585) 


Dept. 


Horan Engraving Co., Ince. 


Grogan Photo Company , Danville, Ill. (HI 6-0826) 

POST CARDS 

Colourpicture Publishers, Inc .... 390 Newbury St., Bostaon 15, Mass. 
CURTEICHCOLOR 3-D' by Curt Teich & Co.. Inc. 

1733 W. Irvilng Park Road, Geicage 13, TL (BU 1-6606) 

Dexter Press, Inc West Ny N. Y. (EL 8-6400) 

Grogan Photo Company 1105 N. Bahis St., Dasviile, Ill. (HI 6-0826) 


Carey Press Corporation 406 West 3ist St.. New York 1, N. Y. (CH 4-1000) 
Colortone Press. 2412 17th St., Washington 9, D. C. (DU 71-6800) 
Goes Lithographing Company. - 42 West 6lst St., Chicago 21, Ti. 
Neo Printing Company, Inc.....23 E. Wesley St. oe. Hackensack. N. J. (HU 9-5050) 
Runkle, Thompson & Kovats, Inc... West habe! St. Chicago 6, Tl. 
Offset Inc...........34 Hubert St., ‘Te 13 . ¥. (WA 5-1196) 


SALES AND MERCHANDISING CONSULTANT 
Lawrence G. Chait & Co., I 5 Park Ave., New York 22, N. Y. (PL 1-7220) 
Ralph T. Curtis 903 E Powell Ave., Evansville 13, Ind. (HA 2-3794) 


STENCIL CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, Inc 
4444 Cass Ave., Deroit 1, Mich. (TE 3-0 
Circulation Associates. 1745 Broadway, New York, N. Y. (JU 6- $330) 


SUBSCRIPTION SERVICE 
Circulation Associates . 745 Broadway, New York, N. Y. (JU 6-3530) 
Globe Fulfillment Corporation. ..... 125 24th St., New York 11, N. Y. (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 900 Clinton Rd, Cleveland 9, Ohio (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine 
State & 4th St., Litchfield, Tl. (296) 


TRADE ASSOCIATIONS 

Association of First Class Mailers 
09 LaSalle Building, 1028 Connecticut Ave., N. W., Washington 6, D. C. 

Associated Third Class Mail Users 
100 Indiana Ave., N.W., Washington 1, D.C. (Me 8-2447) 
Direct Mail Advertising Assn 230 Park Ave., New York 17, N. Y. (MU 8-7388) 
MASA International 622 5th “to N.W., Washington 1, D. C, (DI 7-8633) 
National Council of Mailing List ores 
5 West 42nd St., New York 36, N. Y. (PC 6-0615) 
Parcel Post Association ..1013 Woodward Building, Washington 5, D. C. 


VIEWERS (FOLDING) AND COLOR SLIDES 
Stereo-Magniscope, Inc.. photographic 
40-31 8lst St.. Elmhurst 73, N. Y. (DB 5- -00 


27) 
Taylor-Merchant Corp... . 48 W. 48th St., New York 36, N. (PL 17-7700) 


The Best Buy for $24 
Since The Indians 
Sold Manhattan Island 


Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what ... but WHO. 


To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. L, N. Y. Or phone Ploneer 
6-1837. 
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Pick a grade. A color. A finish. A 
weight. The new Stan-Pak* Run- 
Rite* line gives you precisely what 
you need in office-size printing and 
duplicating papers. And at a sensible 
range of prices to suit your budget. 
Even more important, you'll be 
assured of real performance—the 
kind that keeps your machines roll- 
ing at peak efficiency. That’s because 
Run-Rite quality control overlooks 
nothing. 

Trouble-Free Running 
Take flatness. We laboratory-test 
all our papers right on the dupli- 
cating machines they’re made for. 
Stan-Pak Run-Rite Papers come to 


now it’s easy to pick the paper you need — 
from the 535 items in the new Stan-Pak Run-Rite line 


you flat. Lie flat in the machine. And 
feed flat. 

But really trouble-free running 
calls for many more qualities. Con- 
trolled moisture to avoid static con- 
ditions and insure good printability. 


staw\ pax 


Accurate trim and finish to prevent 
feeding jams. Even caliper, uniform 
weight and careful surface sizing to 
give you sharp, clean ink impres- 
sions. You get them all in Stan-Pak 
Run-Rite Papers—a line that com- 
bines the products of our Eastern, 
Chemical and Missisquoi mills. 


See For Yourself 
Next time you order paper, try 
the brand that’s made to run right. 
Through the duplicating machine. 
On the press. In the typewriter. 
We're confident you'll specify it 
every time. 


STANDARD PACKAGING CORPORATION 
NEW YORK 17, N.Y. 
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ENJOYED ATTENDING annual conclave of Magazine 
Institute sponsored by General Extension Division of 
University of Florida and the Florida Magazine Associ- 
ation. Didn’t have far to go . . . only to Reef Hotel on 
Clearwater Beach. About 100 editors and _ publishers 
attended meetings. 

Nearby neighbor, agency man Maxwell Sackheim, 
made a big hit talking about selling trade paper adver- 
tising by mail. After a career buying more than $200 
million worth of space, he thinks most space solicitation 
circulars, brochures, broadsides are a waste of time and 
money. Most agency people don’t believe half the pitches 
. . . especially the dolled-up statistical survey reports. 
Max still believes the simple, friendly, honest letter is 
the best approach. 

Another blockbuster was Virgil M. Newton, managing 
editor of the Tampa Tribune. | was anxious to hear and 
meet him because I’ve been reading his book, Crusade 
for Democracy, telling how his courageous newspaper 
has crusaded against graft, underworld vice and what 
not. Mr. Newton certainly doesn’t pull any punches. No 
wonder he is a crusader. Best talk I’ve ever heard by 
a newspaperman on an overall analysis of advertising 
and media. Most of it extemporaneous. 

Among things discussed: He thinks afternoon news- 
papers are doomed in most towns . . . because of tele- 
vision. Morning papers are read carefully . . . especially 
by housewives . . . advertisers get a good break. But 
reading of afternoon papers is interrupted by cocktails, 
dinners and then TV. He thinks many general magazines 
are likewise doomed because they have tried to compete 
with TV in the numbers game . . . the dubious cost-per- 
thousand claims. He deplored the demise of Coronet but 
said it was bound to come. (Incidentally, Coronet pub- 
lisher, Arthur Stein, in his article in our August 1959 
issue predicted that the numbers game would ruin many 
magazines but that his had to go along with the rat race). 

Mr. Newton thought the current scrap between famous 
home magazines over which had the highest circulation 
is silly and degrading to entire magazine industry. As 
circulation (real or inflated) climbs, the losses also 
increase. The cutrate subscription drives, the high-cost 
personal canvasses are driving many magazines to the 
rocks, He thinks the magazines should stop being afraid 
of or fighting TV. Why try to match the figures of an 
unknown TV audience? Get back to being a good mag- 
azine; give the people something they want to read; 
don’t fall for too much color; many newspapers losing 
money on color . . . so are magazines; people will still 
read black and white. 

He warned the publishers of Florida trade and spe- 
cialty magazines not to get involved in the numbers 
game; don’t waste money scrambling for circulation. 
Carefully nurture the readers who come to you naturally 
because they like you. Cost-per-thousand means little to 
advertisers who want to reach your specific audience. 
And don’t try to compete with newspapers; be a reliable 
depth interpreter of news and facts in your field. News- 
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the gist of conversations about this and that 
with visitors to the Editor 


papers can only gloss over the highlights. 

Mr. Newton caused considerable discussion by his 
remarks about women. He thinks even trade papers to 
man-dominated fields should pay more attention to 
women. Women are responsible for or influence 80% 
of the buying in the U.S.A.; women own about 65% 
of the stock of American corporations. They are inter- 
ested in anything which affects their homes, children, 
health, security, etc. So try to appeal to the women in 
your audience or behind your audience. 

A stimulating discussion. Maybe we should start a 
department in Virect Mail Reporter especially for secre- 
taries. We already have a number of wives demanding that 
the magazine be carried home so they can read Scuttle- 
butt. Thank you, ladies. 


SINCE MOVING TO FLORIDA six years ago, I’ve 
known of a half-dozen cases where northerners settling 
here fail to have a new will drawn conforming to Florida 
laws. You'd be surprised at the complications which 
may develop in trying to probate a northern will; getting 
affidavits from witnesses; going through all sorts of 
red tape. 

I've told attorney friends that there ought to be some 
sort of advertising campaign to induce home purchasers 
from other states to change their wills immediately. Let 
them know the dangers of not doing so. Then I learned 
that the Florida Bar Association, Supreme Court Bldg., 
Tallahassee, Fla. issued a pamphlet several years ago 
titled, “Have You Made A Will?” The pamphlets are 
supplied to and are supposed to be distributed to new- 
comers by banks and attorneys. But after reading the 
pamphlet . . . it appears to be too modest. It doesn’t 
emphasize the need for a Florida will. Distribution is 
lax. I believe the Florida Bar should rewrite the other- 
wise good copy and . . . surely the member lawyers and 
judges could find a way to reach every new home or 
apartment buyer. Copies could be attached to all deeds 
or new bank deposit forms. 

I'm writing this item because several friends kept 
postponing a will-changing trip to an attorney. Disaster 
struck suddenly . . . and those left behind became in- 
volved in needless time-consuming complications. Pass 
the word along to any of your contacts who may be 
retiring or moving to Florida. (Other states may have 
similar problems). 


WE’VE HAD AN EXPERIENCE this past month 
which was upsetting. For several years, this town we 
live in (separate from Clearwater proper) has been 
engaged in a sewer project. It needed first an act of 
Legislature to enable town to borrow necessary money 
(about a million and a quarter); then a campaign to 
win voter acceptance; a heated referendum; approval 
of bond issue; bids for construction; arguments over 
location of disposal plant. Finally, construction got started 
with detailed instructions to all property owners how 
sewer lines would be handled between adjoining prop- 
erties. 
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As work progressed, grumblings became louder . . . 
about favoritism and unkept promises. About 95° or 
more of the people wanted to cooperate, but 5% or less 
caused trouble. They shouted loudest for changes in 
lines, and some of the town officers and engineers tried 
to appease the shouters by granting them favors which 
were unfair to their neighbors. If the engineers had been 
tough and had treated everyone alike, straight down the 
center line, everything would have been fine. But the 
dissension and unfair deals with chiselers which de- 
stroyed valuable gardens and left others untouched caused 
community scars which may never heal. 

Sitting around with other disgruntled neighbors, we 
began comparing this upheaval in our little town over 
a darn sewer with the problems of the state, the nation 
and the world. If we can't lay a sewer line without get- 
ting embroiled in disgraceful fights, how can we tell the 
rest of the world how wonderful we are, and how they 
should operate? 

The last session of the Florida Legislature was a 
near mockery . unfair logrolling by special interests. 
Nearly every state saw similar legislative absurdities. 
The process goes on in national politics and in our 
dealings with other countries. The small percentage of 
chiselers work for what they can get out of every deal 
and not for the good of all of us. 

Some say we've grown too soft . . . too weak to protest 
against the more vocal minority. We let the bully boys, 
Khrushchev and Castro, insult our country in two- to 
four-hour tirades, when the very length of their speeches 
proves that they are paranoiacs. Why can't we revive 
more of the old-fashioned handling of bullies with the 
good pople shouting, “Sit down and shut up!” 

Meanwhile, closer to home, we are worried about 
growing juvenile delinquency. How can the kids be 
decent and respect the rights of others when they see 
their parents acting as cheaters. Over in St. Petersburg 
recently, three boys aged 11 to 14 broke into the home 
of a retired Army officer who was vacationing in Maine. 
The boys on several repeated trips wantonly smashed 
mirrors, broke furniture, slashed precious paintings, tore 
down draperies, ruined rugs, smeared obscene stuff on 
the walls, destroyed rare relics from foreign countries. 
Police finally caught them. The parents have refused to 
negotiate; the newspapers haven't printed the names of 
the children because of their tender age. That's what 
makes things worse .. . being afraid to be tough. Why 
not print the names of the boys and parents? Why not 
make them negotiate and suffer damages? 

We've been engaged in a great national debate over 
aid to schools. If we kept the schools open twelve months 
in the year, the need for more buildings would not be 
as great. And there would not be as much juvenile de- 
linquency. Our present pampering system of school vaca- 
tions is silly. It was necessary only in our pioneer days 
when both students and teachers were needed on the 
farm. If business people can work every week and month, 
why should children (above the lower grades) be 
babied ? 

The conversations go on and on . . . sparked by a 
local sewer installation. Somebody wants to know why 
the government should be afraid of Hoffa. Can’t some- 
one tell him, “Shut up!” Why should the public be 
inconvenienced by marine, bus and airline strikes? Why 
should important defense projects be delayed by juris- 
dictional strikes of civilian workers? Postal workers are 
pledged not to strike. Why shouldn’t all utility or public 
convenience workers be pledged to respect the rights of 
all citizens? The fact that these questions are asked is 
a reflection on all the decent people in the labor move- 


men. Isn't it time for those people to weed out the 
chiselers and the loud mouths? 

Don’t know what all this leads to . . . but if the decent 
people became a little tougher, we might have fewer 
national and world alarms. 

Most of the troubles in advertising could be solved 
if the decent people got tough and raised hell with the 
offenders. Publicize them. Ridicule them. We in direct 
mail have been too damn soft with the smart operators, 
the frauds and the equivalent of juvenile delinquents. 
Let's go after the fellows who use Fred Gymer’s latest 
zany motto, “All I want is an unfair advantage.” Many 
times during these conversations, I’ve thought of the 
short poem repeated by Amarillo’s Gordon Morrison 
(I think) at a Mail Advertising Service Assn. conven- 
tion: “The bee is such a busy soul, he has no time for 
birth control, and that is why in times like these, there 
are so many sons of bees.” 

Don’t think from the ramblings above that I've grown 
sour about people. Heck no. There are so many decent 
people, 95% or more. One of the nicest things around 
our town happened right in the midst of the sewer 
squabbles. The architect who designed our house and 
who supervised the building (in which we've never found 
a flaw) retired several years ago. He was formerly a 
well-known architect in Short Hills, N. J. Kenneth W. 
Dalzell couldn't stay idle so he took a painting course 
(by mail). During last month, a local art dealer put on 
a one-man show of Kenneth’s oils and water colors. 
Prices marked on each entry were fairly modest, but 
Kenneth would not accept money. Purchasers were in- 
structed to make checks payable to Morton Plant Hos- 
pital. We bought a beautiful early-morning, mist-clouded 
view of New York skyline to hang in our living room 
and to remind us of pleasant dealings with an unselfish 
genius. 


MISCELLANEOUS OBSERVATIONS: Don’t use pho- 
tographs or names of President Kennedy or his wife in 
advertisements. It’s an “invasion of privacy” just as in 
the case of anyone else. © I like new Today TV program 
with John Chancellor instead of Garroway. More em- 
phasis on news and interpretation, and less froth. © Wish 
actors in TV dramas would stop stepping out of character 
to mouth a stupid and unconvincing commercial. © The 
editor of Southern Advertising and Publishing magazine 
(Atlanta, Ga.) is still incensed at everyone who criticizes 
the Civil War Centennial celebration . . . thinks criticism 
is a slur at the South: thought Holiday magazine edi- 
torial disgusting. He doesn't realize that North as well 
as South is involved in dubious “celebration.” Most 
newspapers and commentators ridiculed the reenactment 
of Battle of Bull Run. “Tis said the reenactment cost 
more than original shambles, which we should be trying 
to forget. One southern editor rightly said: “These sham 
battles threaten to make a farce of the greatest tragedy of 
American history.” {| Every time I read of Castro making 
a four-hour or so speech, | think of Abe Lincoln’s wise- 
crack about a verbose writer: “He can crowd more words 
into the smallest idea than any man I know.” {| During all 
the hullabaloo about verbosity and chiseling, let’s try to 
keep our direct mail writing simple, clear . . . and honest. 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 584-3848 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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THE UNIQUE TYPEWRITEABLE 
STENCIL, heart of every Elliott System, 
saves space, costs little, gives thousands of 
clean impressions. 


“OUR ELLIOTT ADDRESSING SYSTEM PAID FOR ITSELF IN THE FIRST YEAR,” reports the Motor Glub of lowa 


“The efficiency of our Elliott System let us cut our staff from 9 Elliott Industries, Inc. 
ee while our mailing list doubled from 40,000 to 80,000.” 143 Albany St., Dept. DM.91 Cambridge, Mass. 


me ation about the cont 
saving Elliott Addressin tem suited to my size 
Whether your list is big or little, Elliott can speed up your 
mailing and save you money. Name & Title 


Manufacturers of Elliott Addressing Machines and Data Imprinting Systems Zone...... Staten. 
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PICK A PAPER 
PICK A COLOR 
PICK A SIZE 


TAKE YOUR PICK from 21 
versatile Mead “Ready-Cut” Pa- 
pers ... bond, mimeo, duplica- 
tor, ledger, bristol, index, coated 
and uncoated text and cover 
grades. Choose also from 24 
pleasing colors, 7 practical 
sizes. Ask your local Mead Mer- 
chant for samples plus a copy 
of the “Selector Chart” that 
lists all of the items available 
to you in Mead “Ready-Cut” 
Papers. 


MEAD PAPERS, INC., 
a subsidiary of The Mead 
Corporation, Dayton 2, Ohio 
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